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Establishing the News-Sentinel 
in 1833 “may have had nothing to 
do with the fact that two years 
later the national debt was all 
paid off,” the Ft. Wayne daily 
admits. 

But it’s darn good circum- 
¢antial evidence. 
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The promoters of Waldorf rum 
and brandy fruit cakes are now 
ging in for advertising, and it 
looks as if somehow they should 
be able to cash in on the popular 
rum and C-C idea. 


, #9 


Those gloomy forebodings of 
newspaper and magazine execu- 
tives over the past ten years about 
the menace of radio seem to have 
been confirmed by the statistics 
of Arno H. Johnson, 
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A prophet is not without honor, 
etc, but Will Townsend, author 
of the famous 27 points, has been 
welcomed to the academic halls of 
the University of Iowa. 
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Neolite, the Goodyear copy says, 
is “the world’s first truly perfect 
sole.” 

The one perfect thing in an 
otherwise imperfect world? 


~~ = oe 


Wendell Berge, U. S. trust- 
buster, warns that free enterprise 
means plenty of competition. And 
he would have you infer that if it 
turns out not to, papa spank. 


a oe 


C. Norman Kirschner has been 
appointed an account executive of 
Evans Associates, and those con- 
templating the selection of an ad- 
vertising agency will be expected 
to C. Norman. 

m FF 


Everybody has been hopping on 
that Association of American Rail- 
roads ad for showing a picture of 
the “world’s busiest highway” 
with no traffic, but perhaps the 
artist could explain that a 75-car 
freight train had just gone by. 
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Stanley Moss wonders why Phil 
Baker, Eversharp’s bright young 
man, uses typewritten letters, but 

n Western Union used to send 
out direct mail saying, “Don’t 
write—telegraph.” 
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The brewing industry sold 85,- 
000,000 barrels of its calor fluid 
in 1944, the statisticians say, and 
. i's no wonder the boys continue 
me lustily, “Roll out the bar- 


, We 


ad's Washington editor hints 
at 5-cent candy bars may soon 
th More plentiful, but thus far 
€re’s no authentic information 
regarding the prospects of the 5- 
cent cigar. 

v v v 


Homesick Americans, the Red 
a reports, put on their own 
. 10 shows, with sponsors, prod- 
et plugs and everything. Maybe 
* airman Porter, of the FCC, was 
‘ bit hasty in saying broadcasting 
become too commercial. 


T ‘Por @ 


_Gladys the beautiful reception- 
bien, she sees Reader’s Digest is 
ishing editions in Spanish, 
ptuguese, Swedish, Arabic and 
Mnish, and she wonders if Mr. 
ee learned all those lan- 

8€s with phonograph records. 
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‘INVESTING FOR VICTORY’ — Gen- 
eral Motors Corp., Detroit, is sched- 
uling this plant-city newspaper copy in 
support of the 7th War Loan drive. 


GM, on 7th’ Loan, 
Begins War Theme 
Institutional Ads 


Detroit, April 19.—With release 
on April 30 of a large insertion 
for the 7th War Loan drive in 94 
newspapers in 57 plant cities, Gen- 
eral Motors Corporation has be- 
gun to place major emphasis on 
war themes in its institutional 
campaign in newspapers. 

Whether or not this insertion 
runs in the entire list, AA was 
told, will depend on local condi- 
tions. It will be backed with in- 
the-plant promotional material. 

GM first started to stress war 
themes in the plant city part of its 
institutional program with a Red 
Cross insertion, released about 
March 15. This ad was used in 80 
newspapers in 48 cities. Mean- 
while, war themes continue to be 
promoted in “Victory Is Your 
Business,” a weekly, 15-minute 
transcribed show in 26 plant cities. 


Using Farm Papers 


“Victory Is Your Business” also 
has been emphasized as the theme 
in an institutional series in 12 na- 
tional and 30 state and sectional 
farm papers, which GM_ started 
last tall. This series, to be re- 
sumed next fall, points out that 
agriculture and _ industry are 

(Continued on Page 58) 


What to expect... 


in planes. See ‘Postwar 


Planning, Page 30. 
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Magazines Score 
Johnson Figures 


on National Media 


Say Radio Net Is 
36°, Lower Than 
Gross Figures Used 


New York, April 19.—Figures 
developed by Arno H. Johnson, 
research director of J. Walter 
Thompson Company, giving radio 
a national advertising volume of 
$282,300,000 in 1944, as against 
$254,034,000 for magazines, $181,- 
463,000 for newspapers, and $35,- 
000,000 for outdoor (AA, April 
16), were roundly criticized this 
week by W. H. Mullen, manager 


of the Magazine Advertising 
Bureau. 
The story in ADVERTISING AGE 


also caused much comment and 
discussion among other advertis- 
ing media men, but did not de- 
velop any formal comment. 

“The data for magazines,” Mr. 
Mullen said, “was based on Pub- 
lishers’ Information Bureau fig- 
ures, but in the magazine total 
Mr. Johnson has not included 
some $17 million in national and 
regional farm paper advertising. 
The correct magazine total for 
1944 after the inclusion of these 
figures is $271,203,000. 


Decries Use of Gross Figures 


“Included in Mr. Johnson’s ra- 
dio figures is a very considerable 
volume of national and regional 
non-network advertising — some 
$90,000,000. We do not see how 
this can be regarded as national 
advertising by any stretch of the 
imagination; it is not in any way 
comparable to national advertis- 
ing in magazines, in newspapers, 
or on national networks. 

“We also fail to understand why 
Mr. Johnson uses gross radio time 
sales before deduction of cash and 


French Agencies 


Fear Competition 
of U. §. Ad Firms 


By S. HENRY KAHN 


Paris, France, March 29.—Paris 
today is humming with reports 
about the opening here of U. S. 
advertising agencies, and _ the 
French companies are scared. 

The big American agencies in 
Paris before the war included 


Erwin, Wasey & Co., J. Walter 
Thompson Company, McCann- 
Erickson, Inc., Lord & Thomas 


and Dorland. <A couple of these 
are not very popular at the mo- 
ment, because their French direc- 
tors are alleged to have shown too 
much readiness as individuals to 
work with the occupiers, although 
not, of course, as American firms. 
Erwin, Wasey seems to be the 
only one likely to get going soon. 
Monsieur Torsier, who directed 
the company before the war, and 
is now handling the publicity for 
the French Red Cross, told the 
Paris representative of ADVERTIS- 
ING AGE last week that he had his 
orders from London and that it 
was only a matter of time before 
the agency gets going again. 


Shut Up Shop 


When the Germans marched 
into Paris, Erwin, Wasey shut up 
shop, moved its offices into the 
Paris offices of the Hoover Com- 
pany, one of its clients, and just 


kept its books open. Now the 
agency is looking for suitable 
premises. 


Reports are that Monsieur de 


(Continued on Page 57) 
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Last Minute News Flashes 


Burns and Allen to Promote Maxwell House 
New York, April 20.— General Foods Corporation expects to sign 
Burns and Allen as replacement for the Frank Morgan show next fall 


on NBC, Thursday, 8-8:30 p.m., 
Lever Bros. Company, Cambridge, 


EWT, for Maxwell House coffee. 
is dropping the comedy team for 


Swan soap, having signed a contract with Joan Davis to start in the fall 


on CBS Monday nights. 
Bowles, Swan by Young & Rubica 


Maxwell House is handled by Benton & 


m. 


N. Y. Commerce Dep't Names Kenyon & Eckhardt 
Albany, April 20.—The New York State Department of Commerce 


has shifted its account from Duane 


Jones Company to Kenyon & Eck- 


hardt, New York. Major portion of the $200,000 appropriation for the 
fiscal year starting next July 1 will promote the economic advantages 


of the state in various media, and 
paign is slated for newspapers. 


Hesse to Set Up Own New 
New York, April 20—S. D. Hess 
tillers Corporation, who has been d 


the annual summer vacation cam- 


York Agency 
e, vice-president of Schenley Dis- 
irector of advertising, sales promo- 


tion and merchandising, is resigning to open his own advertising 
agency. Details of the new firm will be released in the next several 


weeks, Mr. Hesse said. 


Men’s ‘Buy-Lines’ to Start in 23 Newspapers 

New York, April 20.—“Buy-Lines for Men Only,” new Nancy Sasser 
column featuring nationally advertised products of interest to men, 
will be launched Sept. 9 in 23 big-city Sunday newspapers in the East 
and Midwest, with a combined circulation of over 7,000,000. Southern 
and Pacific papers will be added later. 


Canadian Office for Danc 


er-Fitzgerald-Sample 


Chicago, April 20.—Dancer-Fitzgerald-Sample will open a Canadian 


office with headquarters in Toronto, 
for several years with J. Walter T 
more recently with Locke, Johnson 


May 1, in charge of Gilbert Nunns, 
hompson Company in Canada and 
of Toronto. 


Major Advertisers Hit 
New Sales Peaks in '44 


GM Reaches $4 Billion; 
Chrysler, Douglas 
Top Billion Mark 


New York, April 19.—Just as na- 
tional advertising volume reached 
new records in 1944 (AA, April 
16), the sales volumes of more than 
100 leading national advertisers, 
with few exceptions, moved to 
new high marks last year. 

General Motors, for example, 
became the first company in this 
or any other country to do more 
than $4 billion sales in one year. 
United States Steel passed the $2 
billion mark. Chrysler and Doug- 
las Aircraft moved up beyond § 
billion. Several others—including 
Curtiss-Wright, General Electric, 
A&P, Pennsylvania Railroad and 
Swift & Co.—were in the $1-2 
billion group. 

This list, in fact, may be ex- 
panded as reports of other leading 
companies, such as Armour, Ford 
Motor and Standard Oil Company 
of New Jersey, become available. 


May Pass $1 Billion 


Meanwhile, several others— 
among them Bendix Aviation, 
Consolidated-Vultee, Sears, Roe- 
buck, Western Electric and West- 
inghouse—may pass $1 billion in 
1945, if they can hold their 1944 
rate of growth. 

Although the expansion of many 
of these companies has been due 
predominantly to war orders, food, 
drug, soap, beverage, tobacco and 
other concerns which still had con- 
sumer products to sell and to ad- 
vertise, participated in the gains. 

Procter & Gamble, the largest 
advertiser, boosted net sales from 
$302 million in 1943 to $326 mil- 
lion in 1944. Its competitor, Col- 
gate-Palmolive-Peet, had a net 
sales increase in the same period 
from $114 to $134 million. Figures 
for Lever Bros., the third mem- 
ber of soap’s Big Three, are not 
available. 


Food Producers Up 


Among food manufacturers, Na- 
tional Dairy showed a gain from 
$580 to $594 million, while its ma- 
jor competitor, Borden, increased 
from $372 to $410 million. Na- 
tional Biscuit, expanding from 
$199 to $224 million, improved 
its position against its chief com- 
petitor, Loose-Wiles, which moved 
up from $78 to $84 million. 

General Mills rose from $217 to 
$281 million; General Foods from 
$260 to $297 million; Pillsbury 
Flour Mills from $100 to $133 mil- 


‘Roosevelt Drive’ 
Must Await 8th 
Bond Campaign 


Washington, April 19.—Despite 
many suggestions to the Treasury 
Department that the 7th War Loan 
drive be called the Roosevelt bond 
drive in honor of the late presi- 
dent, War Finance officials said to- 
day that the campaign is too near 
now to make the change. 

There is still the possibility that 
the 8th drive may be organized as 
a tribute to Mr. Roosevelt, since 
there would be ample time to han- 
dle it fittingly and with official 
care. 

Nothing prevents local organiza- 
tions from tying in, however, with 
programs and speeches honoring 
Mr. Roosevelt during tne current 


drive. 


PA ee ‘fs = Sane Spee ae 4 
WERKLY/a¥ 100 "vie FORTY, | = 
Ex OFF © ST. | arc. SECOND . 
DELX 71337 AP MARK ING BR. 9-4 —. 

a 'Coppwight, 194% by Advertising Publications, Inc. , i as 
Vol. 16, No. 17 : 
: a joe 
- now for more / ae 
SS ———— =~) i BES, 
ac > tr eo : —s al 
cat <2 __ 4 
pene _ a 
, . _ ae i i 
pl 
ee a 
ae | — | i 
FS a 
| | | - 
ee” : 
ee : 
ee pe | ee 
ae monn “2 
ee RE OR EIS - . 
| | je 
_ 
| ae 
a | 
a 
ee es A es = 


2 


lion and Quaker Oats from $122 to 
$143 million. 

Whereas Standard Brands gained 
from $182 to $237 million, Corn 
Products Refining declined from 
$118 to $112 million. Figures for 
Campbell Soup and Heinz are not 
available. 

Although your menu may not 
have shown it, the big meat pack- 
ers made out pretty well. Swift 
and subsidiaries had a gain from 
$1,490 million to $1,574 million, 
and Wilson from $532,430,727 to 
$532,561,322, but Cudahy’s volume 
dipped from $429 to $420 million. 
Armour’s figures have not been re- 
ported. 


A&P Still in Front 


Among food chains, A&P still 
held a commanding lead, despite a 
sales decline from $1,471 million 
in 1943 to $1,311 million in 1944. 
Safeway Stores climbed from $589 
to $657 million and Kroger Gro- 
cery & Baking from $422 to $448 
million. 

The biggest factor in drug dis- 
tribution is McKesson & Robbins, 
which reported a healthy increase 
from $242 to $279 million. United 
Drug Cor-pany, which controis 
the Liggett chain, had a gain from 


$139 to $148 million and Walgreen 
from $112 to $120 million. Sterling 
Drug’s volume rose from $59 to 
$68 million; Bristol-Myers from 
$29 to $34 million; Lambert from 
$21 to $25 million; Squibb from 
$42 to $48 million; Vick from $28 
to $32 million. On the other hand, 
sales of Johnson & Johnson de- 
clined from $97 to $93 million 
(estimated), and of the Kendall 
Company (Bauer & Black) from 
$57 to $50 million. 


Reynolds’ Sales Down 


Except for R. J. Reynolds To- 
bacco Company, which recently 
complained to OPA about the 
necessity of cutting $6,000,000 
from advertising in order to 
maintain profits (AA, March 26), 
tobacco’s Big Five did nicely. 
Although sales of Reynolds, 
maker of Camels, dropped from 
$414 to $388 million, Amer- 
ican Tobacco (Lucky Strike) 
gained from $529 to $533 million; 
Liggett & Myers (Chesterfield) 
from $347 to $373 million; Philip 
Morris from $141 to $178 million, 
and P. Lorillard (Old Gold) from 
$117 to $124 million. Figures 
for Brown & Williamson, which 
threatens to turn the leaders into 


a Big Six, are not available. 

The distillers had only one 
month in 1944 in which to make 
beverage alcohol, but apparently 
they had 12 in which to make 
sales. Schenley passed Seagram 
last year in volume, with a phe- 
nome] rise from $223 to $387 mil- 
lion, while Seagram (including 
Calvert, Frankfort, etc.) gained 
from $274 to $321 million. Na- 
tional Distillers also moved ahead 
in volume with an increase from 
$180 to $291 million, and Hiram 
Walker rose from $142 te $167 
million. 


Makes Sharp Gain 


Probably the sharpest gain of 
any packaged product organization 
in the last decade has_ been 
achieved by American Home 
Products Corporation (food, drugs 
and household items) which ex- 
panded net sales from $85 million 
in 1943 to more than $98 million 
last year—and which currently is 
announcing the fact in an adver- 
tisement in newspapers from coast 
to coast. (For details, see Page 42.) 

The department stores somehow 
found something to sell. J. C. 
Penney Company’s volume, in- 
cluding subsidiaries, climbed from 
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METAL JOINING 
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Any news of metal joining 
processes or products is 
live news to metal men 
and the Metals Review 
covers that news. 


93 digests of magazine 
articles, new products and 
technical talks on metal 


joining in the past two months alone indicate 
the importance of this news to the more than 
20,000 regular readers of the Metals Review. 


The concise, complete, double-quick digests 
of metal joining, and of every other subject 
metal men must know, is the foundation of 
the high reader interest in this unique pub- 
lication. And the page arrangement which 
puts advertising on a certain subject right 
beside the pertinent editorial matter on that 
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this booklet and 
the new demon. 
shanti” Panel 
Showin 

Cherry pieut! 


being beoden’®* 


subject assures undivided reader attention. 


are selling alloys, joining 


equipment, testing machines, furnaces or 
any other product or process in the metal 
field, you'll find high reader attention, in- 
terest and response when you advertise it in 
the pages of the Metals Review. 


Wire or phone us collect for full details. 


A. P. FORD 
Western 
7301 Euclid Ave. 


gle West 5th St 
os Angeles 13, Calif. 


$490 to $535 million. The Gimbel 
group gained from $137 to $164 
million; the Macy group from $166 
to $169 million, while Macy’s it- 
self, “world’s largest store,” ex- 
panded from $106 to $113 million. 
The May Company stores added 
$10 million, to show a mark of 
$168 million for 1944, and Mar- 
shall Field & Co. had a rise from 
$135 to $148 million. Woolworth, 
plus subsidiaries, showed a $20 
million gain, to $460 million— 
without benefit of much advertis- 
ing. 
Motor Makers Up 


Although General Motors, with 

$4,262 million in 1944, as against 
$3,796 million in 1943, did far 
more business last year than all 
the other erstwhile “motor mak- 
ers” combined, the gains in this 
group were general. Chrysler 
Corporation’s increase was from 
$886 million to $1,09& million, and 
Ford’s (not announced) probably 
was as large. Studebaker ex- 
panded from $346 to $416 million; 
Nash-Kelvinator from $185 to $274 
million; Packard from $341 to $456 
million; Willys-Overland, with the 
help of the Jeep, from $168 to $212 
million. Hudson’s figures are not 
yet reported. 
Led by Goodyear, with an in- 
crease from $727 to $787 million, 
all of rubber’s Big Four, as well 
as smaller rubber companies, made 
real gains with their new syn- 
thetic product. U. S. Rubber ex- 
panded about $21 million to $443 
million; Goodrich about $45 to 
$419 million and Firestone about 
$96 to $651 million. 


Oil Companies Gain 


The major oil companies, which 
participated in the development of 
synthetic rubber as well as other 
“war” products, expanded: Stand- 
ard of Indiana up $105 to $586 
million; Texaco, up $84 to $520 
million; Shell, up $82 to $489 mil- 
lion; Tide Water Associated, up 
$32 to $238 million; Sinclair, up 
$84 to $410 million. 

But the airplane companies con- 
tinued, relatively, to make the 
most of the wartime sales bonanza. 
Although Curtiss-Wright’s 1944 
figures have not yet been an- 
nounced, probably they exceeded 
the 1943 total of $1,295 million. 
Douglas moved up from $987 to 
$1,061 million, and Consolidated- 
Vultee from $800 million, after re- 
negotiation, to $960 million before 
renegotiation. United Aircraft 
gained from $733 to $743 million. 
Boeing, which did $493 million in 
1943, probably went well beyond 
that mark in 1944, with concen- 
tration on the B-29 Superfortress. 

General Electric’s margin of 
leadership in its field was reduced 
by Westinghouse — G-E gaining 
only about $47 million to $1,353 
million, while Westinghouse added 
$126 million to $836 million. West- 
ern Electric’s increase, however, 
was even greater, from $714 mil- 
lion in 1943 to $927 million. 


Du Pont Registers Gain 


In chemicals, du Pont reported 
a $34 million gain, to $646 million. 
U. S. Steel led the metals with 
$2,082 million, a $110 million in- 
crease. Eastman Kodak gained 
$34 million to $304 million. 

Altogether, 1944 was a year of 
big figures and big achievements 
in supplying primarily the needs 
of just one big customer, the U.S.A. 
With cutbacks now beginning to 
multiply, however, and V-E Day 
drawing near, American industry 
will have an even bigger job keep- 
ing sales at the 1944 level. 

Probably few war producers ex- 
pect to fill completely the dollar 
sales gaps in the immediate post- 
war years. G-E’s sales in 1944, 
for example, were four times as 
large as the average from 1936 to 
1939. But Charles E. Wilson, pres- 
ident, told stockholders at the 
annual meeting in Schenectady this 
week that he expected the com- 
pany to show a substantial in- 
crease over prewar figures, and 
that six new operating depart- 
ments had been established to help 
realize this gain. P 


O’Connor to Treasury 


Charles J. O’Connor, advertising 
manager of the Day, New London, 
Conn., is on leave of absence to 
join the war finance division of 
the Treasury Department. He will 
travel extensively, handling con- 


tact work with newspapers. 


Advertising Age, 


WHERE THEY COUNT—To combat 

absenteeism and build employe morale 

North American Aviation, Inc. is telling 

the exploits of its planes in newspaper 

ads such as this, appearing in plant 

cities. BBDO, Los Angeles, is the 
agency. 


WLW Bans ‘Body’ 
Copy During All 


Mealtime Periods 


Cincinnati, April 18.— Another 
drastic step in commercial pro- 
gramming was taken this week 
by WLW, Crosley station here, 
when Robert E. Dunville, WLW 
general manager, announced 
elimination of certain types of 
programs during specified hours, 

The new policy affects laxa- 
tives, deodorants, alkalizers “or 
any other product involving o 
suggesting bodily functions,” and 
bans all mention of these products 
during the hours from 17:30 to 
8:45 a.m., 11:30 a. m. to 1:30 p.m, 
and 5:45 to 7:30 p. m. 

The policy goes inte effect April 
29, and Mr. Dunville emphasized 
that it includes all types of pro- 
grams and announcements. 


Godofsky Leaves WLB 


Elias I. Godofsky, president and 
general manager of WLIB, New 


York, since the station went on 
the air in May, 1942, has resigned 
as per his agreement with Mrs. 
Dorothy S. Thackrey, publisher of 
the New York Post, when thai 
newspaper bought WLIB last Sep- 
tember. He plans to continue in 
radio, but has not yet announced 
plans. Acting general manage! 
will be Marvin Berger, forme 
secretary of WLIB. 


Ziff-Davis Moves 


Ziff-Davis Publishing Company, 
Chicago, which formerly had of 
fices in the Michigan Square 
building, 540 N. Michigan Ave, 
has leased the top four floors © 
the Medical and Dental Ar 
building, 185 N. Wabash Ave, The 
company moved following pu 
chase of the Michigan Squaré 
property by Time, Inc. 


WANTED— 


Samples of Your 
WAR-THEME 
PRINTING 


Please send us — at once — specimens ¢ 
all printed matter that you have prod 
which promotes any of the official | 
theme campaigns conducted by the o.W. 
The War Advertising Council, oF 
Graphic Arts Victory Committee. d 

Kindly attach the name and address ' 
the advertiser, the printer, and the ™ 
dividual chiefly responsible for the 
tion and execution of each piece. 

The purpose is to promote the ; 
war-themes and to gain national ony! 
tion for those showing highest skill 
this essential work. 


Send all entries to: 


1h 

The “WAR-THEME AWARDS” 
345 Madison Avenue, New York 17, N.* 
Sponsored by The Martin Cantine Co 


Saugerties, N. Y. 
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FACTUAL INFORMATION ON 
SURVEY 


Ninety-six per cent of the nation’s institutions have de- 
veloped clear and concise schedules for postwar spending 
—the sum totalling over ten billion dollars. 


Eighty-nine per cent have given sufficient flexibility to 
their plans to receive and to take full advantage of new 


product developments. 
a 


Fifty-one per cent have plans already in or past the 


blueprint stage. 
e 


Sixty-three per cent have huge schedules for exterior 
and interior remodelling. 


Thirty-four per cent have approved large funds to re- 
equip general operating facilities. 


s 
Thirty-three per cent will spend on new construction. 
e ' 
Thirty-three per cent are scheduling a portion of their 
planned expenditures for redecorating. 


Thirty-two per cent include refurnishing in their plans 
for postwar expenditures. 


These percentages indicating planned postwar expendi- 
‘res foretell an instant and active demand on manufac- 
Wwrers supplying the field just as soon as the war and 
sther restrictions are lifted. 
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Hail Color Dynamics — 
as Paint Science | 


hee Story, Paar 


Emplo;ee Cafeteria 
motores ¢ $600,000 


IN 


Tovar the institutional field is ready with 
plans to spend well in excess of 10 billion dollars 
in new construction, remodelling, re-equipping, 
refurnishing and expansion of existing facilities. 
More than half of this work is at least in the blue- 


print stage; much is well past this phase. 


These are just two of many vital facts brought 
to light in the far-reaching re-survey of the insti- 
tutional field just completed by INSTITUTIONS 


Magazine. 


The tabulations of returns from a large num- 
ber of the 35,000 hotels, hospitals, schools, restau- 
rants, and other types of institutions surveyed 
show that the information provided by this study 
is of extreme importance to every manufacturer 
whose present or contemplated products have 


an application to this field. 


Here is a market of gigantic proportions. It is 


in action... now... ready and waiting for youl 
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... A MARKET 


Reach this BIG Market of BIG Consumers with 
INSTITUTIONS Magazine, the only publication 
which covers all related wena of the institu- 
tional field. 


For complete details write to INSTITUTIONS 
MAGAZINE, 1900 Prairie Avenue, Chicago 16, 


Illinois. 


Apverrisine GENCY 


BILLION | 
DOLLARS! | 


BIG MARKET OF 


which are reached each month by 


See 


BIG CONSUMERS 


consists of the following iqempstions. 


INSTITUTIONS Magazine: 


e HOTELS 

e HOSPITALS 

e SCHOOLS 

e RESTAURANTS 

e PUBLIC INSTITUTIONS 
e YMCA's and YWCA's 
e INDUSTRIAL CAFETERIAS 
e COLLEGES 

e RAILWAY SYSTEMS 

e STEAMSHIP LINES 

e PUBLIC BUILDINGS 

e OTHER INSTITUTIONS 
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. servicemen can show the San selling, America will go broke— | W. 
Bowes Will Tell Francisco Conference the way to/and we will drag the rest of the | Names Albert oodley Kru Oka $ Auto 
M ti f N d win world peace,” the April se is | world down with us.” ‘akan Gee Wie’ Gee Become 
the first of a series in Ww ich “And the sellin fags the co con- ’ ’ *’ 
eoung © oe Robert M. Bowes, president, urges | tinues, “must as elven mend life, | Gilbert Woodley Company, New 


aa 
for Superselling business leaders, employers, fami- | new snap, new get-up-and-go, by ig Bn pond page age Pre-reconversion: ' 


lies and friends of servicemen to la million or so ex-servicemen who 


Indianapolis, April 20.—Tying in | write him personally for informa-|-—one home looking for some of mail. peice 
with the April 25 opening of the tion on selling and sales formula. | ened €0 aniliion a ines went El ott VP. Curb B-24 Out uf ” 
San Francisco Conference, Bowes Urges Peak-Income Level promised them in Washington. . . .” | Elect Elliott V.P. 

;Seal Fast” Corporation will place | 4 .:ing “World Security Dele-| Hill Advertising, New York, is| William A. Elliott, previously 
1,000-line ads in 17 newspapers | 4.463" to “please copy,” Mr.|handling this special campaign for | sales vice-president of the Elliott! Detroit, April 18.—Resumption 
and five business papers to inform | Bowes’ message says that “unless |Seal Fast, whose usual advertis- | Company, Jeannette, Pa., has|of automobile production this year 
delegates of the need for more | American national income is main-|ing of automotive accessories is | been elected executive vice-presi-| appears possible with announce. 
be efficient selling after the war. tained at unprecedented peacetime | placed by Charles J. Pettinger|dent. He is also a’ member of|ment yesterday by the WPB pp. 
oe Captioned “How 1,000,000 ex- |levels by unprecedented peacetime |Company, Indianapolis. the board of directors. gional board here that J. A. Krug 


The auto makers have been ad 
: vised that they will be allowed 
yn spend $35,000,000 for the constrye. 
fe tion of new plants and additig 
oa to old ones, and $40,000,000 fo, 
: the rehabilitation of tools, equip- 
ment and other facilities. The 
WPB revealed that the proje 
have received AA-3 priority rat. 
ing, a rating directly behind thai 


. * for purely military orders. 
“She was chosen for Cover Girl To Halt B-24 Production 


Approval of the pre-reconver- 
sion projects follows by one week 
the announcement of authority 
granted to the auto industry to 
order $50,000,000 worth of mza- 
chine tools, also covered by 4 
AA-3 rating. 

The Army air forces, meap- 
while, has announced that pro- 4 
duction of B-24 Liberator bomb-} ~ 
ers will be halted at the For ' Ff 
Willow Run plant by August. Co. 
incident with this, it was inti- 
mated strongly that, where auto- 
motive war contracts are dupli- 
cated elsewhere, these will be 
taken out of the Detroit area to 
free more manpower and facilities 
for a return to automobile produc- 
tion. 


iy 


on Farm Journal” 


Plan to Share Tools 


Top auto company officials to- 
day agreed to cooperate with each 
other in locating and using tools 
available for reconversion t 
peacetime auto production. 

Henry P. Nelson, WPB recon- 
version coordinator for the indus- 
try, said here that WPB has no in- 
tention of discriminating in favor 
of the auto makers and that simi- 
lar reconversion programs are 
being readied for makers of re- 
frigerators and other consumer 
goods. 


well as to vehicle manufacturers. 
He added that WPB will not re 
veal the plans of individual com 
panies for reconversion, or th 
amounts each has been authori 
to spend. 


Regan on Committee | 

John Regan, editorial director 
the aviation division of Haire 
Publishing Company, has been cf 


pointed chairman of the airports 
committee of the aviation section 
of the New York Board of Trade. 
He was incorrectly reported in the 
April 2 ADVERTISING AGE as chair 
man of the aviation section of thé 
board, a position held by Jobi 
F. Budd, publisher, Air Transpor™ 
tation, New York. 


Well may any lady be proud of having her picture in color on 

two-and-one-half million copies of Farm JouRNAL. That’s half a 

million more than any other rural magazine prints. Better still, 

look at the quality of Farm JourNAL’s contents. Not only latest 

| farming news but women’s fashions up to date, recipes and ideas 

for making farm homes more convenient and attractive. Also 
pages for youth. The whole family reads Farm JouRNAL. 


Joins Foley Agency | 

Helen E. Brandt, formerly wi 
agencies in Baltimore and Net 
York, has joined the creative S 
of Richard A. Foley Advertisité 
Agency, Philadelphia. 


Farm JOURNAL editors are able to make so interesting a maga- 
zine because they are travelling all the time, talking to farm 
people and finding out what they like to read. Other Farm 
JOURNAL people are studying the farm market, learning what , 
| peoy lying , ing OF THE. PLL FOwe 
farmers will buy and what’s the best way to sell to them. Together 
: : : GENERAL MAGAZINES 
they have accumulated a wealth of data that’s valuable to anyone 
who hopes to do business with the rural trade. Ask Farm JouRNAL. One COVERS THE 
If we don’t have the answer, we know where to find it. RURAL MARKET 
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THE DIRECT ROUTE 10 
THE NO. 1 CONSUMER 
OF BUILDING MATERIAL 
AND EQUIPMENT 


GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 5 
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He was a widower, past sixty—far from 
well. With the strength still left to him, he 
had crossed the continent in wartime to see 
for the first time the only daughter of his 
only son, now somewhere in the Pacific. 

His overtures to the three year old were 
painfully unsuccessful. Little Betty resented 
this silent stranger who: didn’t know how 
to play, and claimed so 
much of her mother’s 
time. The passing days 
did not bridge the gap 
between himself and 
the little girl. 

There was rain that 


Sunday morning when her mother went 
off to church, and cautioned Barby to take 
good care of grandfather. Barby scowled. 

On her return, however, she found Barby 
in her grandfather’s lap, mildly hilarious 
over the Sunday comics. 

“We are having laughs, Mummy,” said 
Barby. And grandfather had not made his 
trip in vain. 


Do you know of any bond between 
three and threescore, any interest common 
to all ages, both sexes, all degrees of intellect, 


income or temperament . . . comparable 


OPTIONAL: Atlanta Journal « 


Taking care of Grandfather... 


with the Sunday comics? Any attraction 
that holds all kinds of people all through 
a lifetime? 

Maybe you don’t know that not only 
children but three out of four adults are 
regular Sunday comics section readers- 
every Sunday, at home. No other form of 
contemporary literature hasso much appeal 
to whole families, is followed faithfully by 
so many people. 

The Sunday comics section supplies the 
attraction. The reader has leisure, makes 
his own mood. And the habit makes the 
Sunday comics section a cynosure for any 
advertising, a medium that holds higher 
certainty of observation and reception for 
advertising than almost any other. 


Axp you may not know that the Sunday 


comics section is now a national medium. 


Metropolitan Group has gathered together 
the comics sections of 43 major Sunday 
newspapers into a single unit with a total 
circulation of more than 15,000,000 .. . 
reaching the better half of the nation’s 
homes, covering more major markets with 
more concentration than any other medium 
affords, delivering enough attention and 
circulation to make advertising discernibly 
effective, definitely resultful. 

The medium offers a large space unit, 
four colors, low cost . . . requires only one 
piece of copy, one order, one bill . . . needs 
no advance notice, no trade merchandising 
. . . affords one of the most magnificent 
advertising opportunities of our times. Cal) 
any Metropolitan Group office for all the 


data and details. 


The first national newspaper network... M etro po I it an fs roup 


Comics Section Advertising in: Baltimore Sun « Boston Globe « Chicago Tribune « Cleveland Plain Dealer « Detroit News *« New York News 
Philadelphia Inquirer e Pittsburgh Press « St. Louis Globe-Democrat * Washington Star « Des Moines Register « Milwaukee Journal « Minneapolis Tribune 

St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune ¢ St. Louis Post-Dispatch « Washington Post 
Buffalo Courier-Express ¢ Cincinnati Enquirer « Columbus Dispatch « Dallas News ¢ Houston Chronicle 
New Orleans Times-Picayune-States « Omaha World-Herald ¢ Providenc e Journal « Rochester Democrat & Chronicle « San Antonio Express 
Springfield Union & Republican « Syracuse Post-Standard « meTropactric: FresnoBee « Long Beach Press-Telegram « Los Angeles Times « Oakland Tribune 
Oregon Journal e¢ Sacramento Bee « San Diego Union ¢ San Francisco Chronicle « Seattle Times ¢ Spokane Spokesman-Review « Tacoma News Tribune 


220 E. 42d St., New York 17 « Tribune Tower, Cuicaco 11 + New Center Bldg., DeTrorr 2 « 155 Montgomery St., SAN FRANCISCO 4 


€ 5 7 . 2 a cud hk f si as ae 
auch hes 
ve 
. elles 
| a)! ame ine 2 
i ' . ta Se cman imac eit or 
| . bog SS — ; | 
year se he a oe Ce ge ft eos wit 
Nnce- | Peer ee a — ; ps 2 ae sali 
BB: bio i la sa ci Sao i oe / jae all ne 
rg a — 3 i: oaeaneeerenaenenennseaean ie = 
. a. Cail , bere nc eeamons es sae me Ps ee celal ies == 
Wo Se 4 ve oa B 5 ie gas | _— i sg Zine 3 
iti ‘ae _ a lined # # y E Be te Le ie abet reaie gt gta . ae me 7 seine 
1tlon —— Aaa ef ee é See es, ae re g Be ae —= OC eee Me 
' 7 _ : lo Med? i - 2 ig i “4 ess ag ee ee ao aia 
Q * : é : , iii ° * Sy Ed: ss ; 3 $e; 4 | ie “* fy ao ae ay Posies E ete 
é — <., im ° Ne ie ee i Baga ce : m i ganrnng i , oS Rete ae : : a ; 
- fz a ease 4 \ Bak PP 2 > ieee \ Gq | ; , gy 
od _ {a oe maw TAT Of} Ce ee : ) UES 
Aros j a ti“<‘itC | gig & eee te Hl - 2 ae “7 “ oy, 
tions —— i tw le 1 ek y eee ey : H i % A yee ae 
101 | — #423» ae it 8 : ; ; ‘ ) ‘ r a4 ieee 
The "q — | Berrie B® / - —? lee fin ‘ - a Td a th 
je y a ee & a 7 P * f z ee if Lo { “ 2 es ae 4 ' iw y/ aa : - - . : 
; oe ee a - _~ ee A ae : . § [] a —C—Ul = tis 
et | | j : f : r : y ——~ ; ng i 7 : ” Bn F EA i oe — 2 ox Sei, f i ee ai “ 
that — 4 me Ss , / ie fi 4 : fet a ey —————— Mie ee ; rn 
be ¥: yi 4 ; : j § & ee: its P 4 il ne iy t bib: ” asi > ee oe My ™ 4 “eae a ta pay 3 ot : ; “- : ? Lege> 2 5 A ie 
_ 3 =— 5 if Le e% A 4 Ws 1 i i - é. e —— ll ll Be os ee a Le a: oa x “ 
ve Bs q Pe oS ’ } i ett - a gs Ce “ AS . ae sed Fe a ark Be es as Lae a. - : 
- Bs try ee ‘ae L ae. | ie! ue j ss v2 eee ge ea, ; Pe ; es Oy er cis: Seaeee ar * i 
ority? =e ' saan | oe me > a Teed a. hg x } ~~~ Ce bi sage. 3 
ry op 6M wlan oom, \\\ fe. = ie / a - ga ae ily. Ay eel ae ae ee ll oe & @ Be. 
by a oY ee | ia ile ie ; ee aia 
nean- 4 be ’ } (ig 5 ie . hs ny ee | i) 
pro- ™ 1? SE ow at ie ) .: 2 my: ae yf ss 
yomb- be & =f ve i y ee ‘ 2 oo | i. 
Ford v ts] ie ga 6 Tt ff = ee a Be oe Ac 2a ae 2 “i 
Co- ah 4 Mee. oy Me z 3 ‘ poe Se bi ee Lh. 2 ae ame A ™ ) 
, Ze aes _— - E ak at _ Me? i Ee. : oe 3 an a Fog 4 ae v. a ed a : 
inti- to it i , ome ae 5, “a ‘= - 
auto- . £7 jue a ; SS Sa ia i Ss oe as 
: , * <r oh Ca j ; i 4 ye eam eae Pe oe (as ag | ae. 
dup ewe ae SF BS I a 2 * 
i ; : 4 ” E & er 4 ” fas Ee Be § me ie ae Z 3 é . 4 pe tn + i 
rea to J ; i ae oe) oe A 7A i 
iliti i i sof | 
cilities — | yaa af. ; e: , 
roduc- i-_ toe we , al | 
§ 4 é 3 9 es : e “6 Ae * is a os 4 Bs a 
- po a % : a ae ‘) - ey a ae 4 aN 
Is to- — Bee - i " 
h each 2 | i _ ‘ 
5 tools me Qe De — | " 
nto —- Oe a ree: 
a ee : a 
a ‘en a Be eg ‘ BS 
recon 7 a ee a ” 
| a ss) it ae 7 Ti aa a 
se oa eS i | a 
no in- j e.. eae > re a eA 
: Z — Bh ls Gl ee o ag = bi 
favo! he ia Pe é oan — oy a 
a | — t- ey — 5 
of re- — lr _ ae 
 __—_—_—, Be 35 ¢ ere F RA ines ere 
isumer a pe 2 ba aaa — pe nasi 
ee, ete 2 8 ae . : re. 
hein 3S oe § fg: * ee ae ba 3. . 
nstruc- OU! me as 
_apply — — tilt: 
jers a oa 23 % a eS = aca 
oturers, ail ™ 
not re aa yaaa 
{1 com - 
or the. 
horizee | 
3] 
: ai 7 a 
a 
a en 
igs ae 
ha 
ve p+ ae 
eS Tg a 
s i 
‘ Y om ef} ra 
ee 7 4 f 
mr fp Ya x 
| ; 6 «Z Fa") bt sed gi. | : 
g a thy ll 4 , . 
P : eI hse — 
f ; = ~ - tis ee » 
| \Wee saa” * ma 
Pw, ge “a ti i 
3 | ee Gg Ct tt PC ine. 
s | 
. Nv | | 
: s | | aa 
\ \ | 
ER \\ ; 
AL \ 
i} \ \ \\ . | 
aT i\\ 
Wn \\ NSS 
3 Ger 4 
f oa} ~<, = . 3 o 
ES Pe 
LDER rigid gee Be 
jie’ o) r & ~ an “t, 
ago 5. I ‘J \s 
rt 


A&P Trial Opens; 
Gov't Says Chain 
Gets Price Favors 


Danville, Ill., April 19.—The 
Great Atlantic & Pacific Tea Com- 
pany was accused this week of 
continuing to receive various pref- 
erences, indirectly, from manufac- 
turers since the Robinson-Patman 
Act was passed in 1936 prohibiting 
them from granting preferential 
prices. 

That, at least, is what the Jus- 
tice anti-trust division is first at- 
tempting to prove in the trial of 
its suit charging the A&P and 28 
officers and subsidiaries with con- 
spiracy to violate the Sherman 
Anti-Trust Act. Trial of the suit, 
filed Feb. 26, 1944, got under way 
here Monday before Judge Walter 
C. Lindley of the federal district 
court, and is expected to last until 
mid-June. The case will be heard 


| without a jury. 


Government attorneys expect to 
take about six weeks to attempt 
to show that the defendants vio- 
lated the anti-trust act by lower- 
ing food prices in some areas to 


The government only two weeks 


‘ago obtained another favorable de- 
icision in the case when the district 
court in New York ruled that Car] | 
| Byoir, 
|must attend the trial as a defend- 


public relations counsel, 


drive out competitors, by forcing|ant to charges that he and his 


competitors to fix prices at levels 
decided on by themselves and by 
procuring lower. prices, discounts 
and rebates for themselves than 
those available to competitors. The 


‘defendants expect to take three 
| weeks for rebuttal testimony. 


The original list of 30 defend- 
ants was reduced to 29 as Judge 
Lindley eliminated the name of 
Robert B. Smith, an A&P vice- 
president, who died after the in- 
formation was filed. All other de- 
fendants were present except 
George L. Hartford, A&P presi- 
dent, who has been excused from 
attendance because of his age. 


Admits Exhibits 


As the trial opened, the court 
denied a defense motion to throw 
out more than 250,000 exhibits 
which A&P attorneys say they be- 
lieve the government may intro- 
duce in addition to about 12,000 
already listed. 


|'company, Business Organizations, 


Inc., set up a “false front” organ- 


‘ization to aid A&P in violating the 
‘act (AA, April 9). 


Opens with 53-page Statement 
Horace Flurry, assistant attor- 


/ney general and head of the anti- 
itrust division, charged in a 53- 


page opening statement that the 
defendants had waged price wars, 


fixed prices, lowered prices below 
‘cost in some areas to permit A&P 


stores to build up volume and 
eliminate competition, etc. 

He said the A&P, through inte- 
gration of its subsidiaries, “is in 
a better position to sell food more 
cheaply than any competitor not 
equally integrated.” 

W. M. Acton of Danville, for the 
defense, challenged the govern- 
ment ‘‘to show any policy in the 
A&P that has not passed its sav- 
ings along to the consumer. The 
A&P passed its efficiency on to the 


consumer. The government is try- 
|ing to destroy its efficiency.” 


Can Sell at Any Price 


He said the courts have held 
| that “you can sell at any price you 
|please—-even give merchandise 
|away—if it is not for the sole pur- 
|pose of eliminating competition,” 
| and that the defendants had never 
tried to crush competitors. 

Paul Willis, New York, president 
of the Grocery Manufacturers of 
| America, first witness called by 
|the government, testified Tuesday 
that it is not unusual for volun- 
tary chains in the food products 
field to receive manufacturers’ dis- 
counts and advertising allowances. 
He said it is general practice to 
guarantee protection of distribu- 
tors’ merchandise in warehouses 
against price reductions 
stock is removed. 

Yesterday the court overruled 
defense objections in allowing Mr. 
|Flurry to introduce exhibits he 
‘said will help trace the chain’s his- 
tory on price discount structure, 
proof which he says is essential to 
show it still receives unlawful dis- 
| counts and engages in preferential 
| buying to crush competition. 
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Hts the HE-spotin OHIO 


You can’t cover oHlo without Hitting this HI-spot .. . and 
you have to include the Columbus Dispatch to HIt it hard. 
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In its home county, the daily Dispatch reaches 97% of all 
occupied dwellings. In the Columbus Retail Trading Zone (A.B.C. 
figures) the Sunday Dispatch reaches 32% of all homes. 


While lineage figures are not necessarily a true gauge in 
these space-rationed times, the fact remains that leading adver- 
tisers gave the Dispatch leadersHIp in lineage among all Ohio’s 


Informed people rely on the 
daily newspaper for ALL the news. 


O 
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WPB to Require 
Certificates for 


Newsprint Orders 


Washington, April 19.—To & 
a closer check on newsprint, 
hereafter will require with eaph 
purchase a certificate showing that 
it will be used to comply with 
WPB printing and publishing limi. 
tation orders. A one-time certjg. 
cate is required on delivery 69 
other types of paper. 

The House committee investj. 
gating the newsprint shortage was 
told earlier this week that the 
country faces an acute shortage of 
shipping containers. Benton R 
Cancell, with the WPB  forey 
products bureau, said that while 
industry plans to rush production 
of goods after the war, “we may 
not have anything to ship them 
in. 

Mr. Cancell said that U. S. mil 
now are producing newsprint at , 
full capacity rate, and expregse; 
the belief that they could not ip. 
crease their output even if pulp 
and waste paper stocks wer 
greater. 


McKittrick Named Ass't 
Ad Manager of ‘Tribune’ 


C. E. McKittrick, for the pa 
three years assistant manager 9 
national advertising ef the 
Tribune,: and 
formerly man- 
ager of the pa- 
per’s eastern 
advertising of- 
fice in New 
York, has been 
appointed  as- 
sistant adver- 
tising manager. 

Arthur E. Ro- 
zene, assistant 
manager of re- 
tail advertising, sas 
has been ap- C. E. MeKittric 
pointed head of a new classifi 
display division, including class 
fications in which  considerab 
postwar growth is expected, su 
as amusements, financial, real 


tate, schools and_transportatios 
George C. Blohn, formerly 
charge of hotels, resorts @ 


transportation advertising, will 
sist Mr. Rozene. 


Telex Trial Rental 


Promoted in Hartford 

With a large-space newspéj 
advertisement, the Telex Hear 
Center, Hartford, Conn., last we 
offered a three-month rental per 
for the Telex hearing aid, Wi 
the $3 a week rental applying 
the purchase price if desired, 

The manufacturer, Telex Pr 
ucts Company, Minneapolis, 
the local promotion is being 
without company sponsorship 
participation. Charles W. H@ 
Company, New York, was recent 
appointed agency for the natlo 
account. 


McCord Office Opened 

The Chicago office of Mc@ 
Company, Minneapolis agency, 
been opened at 333 N. Michig 
The telephone number 
State 9522. The office is Ww 
the direction of F. Clifford Est 
who joined McCord in March 
was formerly vice-president 
Burton Browne Advertising, 
cago. 


Hamilton to Ellis 
Hamilton Radio Corporal 

New York, maker of Olympic 

dios, has named Sherman 

& Co., New York, to handle 

vertising. 


The Magazine of Progressive Ar hitecture 


330 West 42nd Street, New York 18 
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You, can’t brush off the dual nature of sex . . . not unless 
you're baldly indifferent to the facts of life and the pursuit 
of profits. Name almost any category of consumer merchan- 
dise you wish... masculine, feminine, or neuter in the gender 
of its appeal... and experienced advertisers will tell you it’s 
a logical prospect for the paying pages of The American 
Magazine. Edited with dual sex appeal, The American Mag- 
azine double-exposes advertising to millions of women, mil- 
lions of men . . . multimillions of aspirational Americans 


who buy the inspirational American Magazine on the news- 


stands, who subscribe to it, or who beg, borrow, or steal 


somebody else’s copy. One other consideration . . . these are 


The Happy Medium to 
America’s Middle Millions 


the people who still make sixty per cent of the nation’s pur- 


chases, after savings and taxes.! 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 


N. Y. 
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‘Herald Tribune’ 
Wins Permanent 
Ayer Cup Award 


Philade’»hia, April 19.— The 
New York Herald Tribune has 
been awarded the F. Wayland 
Ayer Cup, highest recognition in 
the 15th annual exhibition of 
newspaper typography, conducted 
by N. W. Ayer & Son, Inc. Inas- 
much as this is the third time the 
Herald Tribune has won the 
award, the cup becomes the per- 
manent possession of the news- 
paper. 

The paper was selected from 
more than 1,000 entries in the ex- 
hibition, which was open to all 
English-language dailies in the 
United States. The award was 
made on the basis of excellence 
of typography, make-up and 
presswork, with the additional 
factor, important in these days of 
newsprint shortages, of paper-sav- 
ing use of type and format. 

In addition to the Ayer Cup 
award, honorable mentions were 
awarded to papers in the tollow- 
ing circulation and format groups: 


Standard-size papers of more 
than 50,000 circulation: First 
honorable mention, Christian 
Science Monitor, Boston; second 
honorable mention, New York 
Times; third honorable mention, 
Daily Oklahoman, Oklahoma City, 
Okla. 

Standard-size papers of from 
10,000 to 50,000 circulation: First 
honorable mention, Iron Mountain 
News, Iron Mountain, Mich.; sec- 
ond honorable mention, Rutland 
Herald, Rutland, Vt.; third honor- 
able mention, Dayton Journal, 
Dayton, O. 


‘Morristown Record’ Named 


Standard-size papers of less than 
10,000 circulation: First honor- 
able mention, Daily Record, Mor- 
ristown, N. J.; second honorable 
mention, Salinas Californian, Sa- 
linas, Cal.; third honorable men- 
tion, Virginia Daily Enterprise, 
Virginia, Minn. 

Tabloids, regardless of circula- 
tion: News, Washington, D. C. 

Judges of the exhibition were 
Frank Luther Mott, dean of the 
University of Missouri school of 
journalism; Harry Hansen, liter- 
ary editor of the New York 
World-Telegram; Bennett Cerf, 


author and publisher, and Lucian 
Bernhard, type designer and 
poster artist. 


Mentions Wartime Changes 


In commenting on results of 
the judging, H. A. Batten, Ayer 
president, remarked: “An unusu- 
ally difficult task faced the judges 
this year. In addition to the tra- 
ditional considerations of typogra- 
phy and format, they had to con- 
sider the degree to which the 
normal content of the newspaper 
had been preserved in spite of 
war-necessary, space-saving 
changes.” 

Later in the month the papers 
entered in the competition will be 
placed on exhibition in the Ayer 
Galleries here, and afterward they 
will be sent to various cities 
throughout the country. Presenta- 
tion of the awards will be an- 
nounced at a later date. 


Gillette Ups Smith 


A. Craig Smith, vice-president 
in charge of advertising of Gil- 
lette Safety Razor Company, Bos- 
ton, has been appointed head of 
both sales and advertising for the 


company. 


Four A’s Groups 
Elect Officers 


. Fairfax M. Cone, Foote, Cone & 
Belding, Chicago, has been re- 
elected chairman of the Central 
council of the Four A’s. Arthur 
R. Mogge, Arthur R. Mogge, Inc., 
is vice-chairman, and Sidney 
Wells, McCann - Erickson, secre- 
tary-treasurer. 

The New England council has 
elected Donald D. Douglass, Har- 
old Cabot & Co., chairman; Har- 
old Bugbee, Walter B. Snow & 
Staff, vice-chairman, and Elmer 
S. Horton, Horton-Noyes Com- 
pany, secretary-treasurer. 


Cuts Message Rates 


FCC authorization was an- 
nounced last week for a 20c a 
word basic rate on _ full-rate 
messages to Europe, Central 
America, West Indies, South 
America and the Philippines by 
RCA, and to Europe only by Com- 
mercial Cable and Mackay, effec- 
tive May 1. Current rates range 
from 23 to 45c. The companies 
are considering reductions in press 
and government rates to these 
countries. 


POST-GAZETTE reporter 


General 
Hospital 


backing them up. There is no greater factor than that 


thought Deshon needed ra- 
dio equipment — and simply 
said so in a story. That story 
started a deluge of contribu- 
tions that passed $14,000 before 
it could be stopped. Yet only 


in helping a man to get well.” 

Yes, to thousands of invalided soldiers the days 
seem shorter now—because the generosity of Post- 
Gazette readers put “radio” in every hospital room. 
Proof again of the Post-Gazette’s influence with its. 


readers—an influence that brings results! 


Col. C. J. Gentzcow 


$8,000 was needed. 


Said Deshon’s Col. C. J. Gentzcow, “Everyone values 


the thought behind these gifts more than the actual 


gifts themselves. They know the home folks are 


REPRESENTED NATIONALLY BY PAUL 


New York ° 


ih lath i 


Chicago 


© Philadelphia « Boston 


“i's “LUCKY PITTSBURGH” Becacae 


PITTSBURGH 


POST-GAZETTE 


BLOCK AND 


Detroit a San Francisco . 


ASSOCIATES 


Los Angeles ° Seattle 


come peace, there'll be no reconversion lull here. Pitts- 
burgh’s industries are basic-—coal, iron, steel, aluminum, etc,—— 
and they'll be the backbone of production in peace as in war. 


Advertising Age, April 23, 1945 


Truman Transfers 
Surplus Disposal 
Job to Wallace 


Washington, April 18.—Pregj_ 
dent Truman today ordered the 
transfer of the Surplus Prope 
Board from the Treasury procure. 
ment division to the Department 
of Commerce. 
The transfer was made at the 
recommendation of the board jt. 
self and of Treasury Secret 
Morgenthau, according to War 
Mobilization: Director Vinson, who 
announced the order. 
e announcement said 
the transfer places the sale al 
surplus consumer goods with 4 
parent agency “whose basic func. 
tions are closely associated with 
the commercial and industrial life 
of the nation and relieves the 
Treasury of an activity not dj. 
rectly related to its field of re. 
sponsibility.” 
It added that the transfer wij) 
aid Secretary Wallace in fulfilling 
the Commerce Department’s duty 
of assisting in the development 
of both foreign and domestic com. 
merce. 
The transfer is not expected tp 
bring about any immediate change 
in merchandising techniques 
However, observers believe that 
within a few months regional of- 
fices of the department will be 
handling surpluses efficiently, and 
that the Commerce Department’: 
resources for market analysis wil] 
get greater use. Secretary Wal- 
lace’s leaning to small business 
also is stressed. 5a 
President Truman’s _ endorse- 
ment of this step, initiated by Mr, 
Roosevelt, is a straw indicating 
the new chief executive’s course. 
Washington officials expect Rob- 
ert Nathan, who has just entered 
the reconversion office, to back 
supporters of a quick reconver- 
sion, particularly for small busi- 
nesses. He built up a reputation 
for such action several years ag 
in tiffs with the Army. 


William Patjens 
Starts N. Y. Agency 


William S. Patjens, formerly 
sales manager of the New Yor 
Advertising Company 
has formed Patjens Advertisin 
Company, 489 Fifth Ave. Th 
agency will handle advertising i 
all major media. 

Initial accounts are the Whi 
Tower Restaurants and the ¢ 
card part of Robert Reis & Co 
men’s underwear. 


Macy Appoints Grey 

R. H. Macy & Co., New Yor 
department store, has named Grey 
Advertising Agency to handle na 
tional magazine and radio adver 
tising. 


Johnson to Gaines 


Edward L. Johnson, Detroit dis} 
trict sales manager of Genera 
Foods Sales Corporation, has beeq 
promoted to merchandising mat 
ager of Gaines Dog Food Prod 
ucts, at New York. He will 4 
succeeded by Harold J. Colcloug' 
formerly district sales manager 4 
Omaha. 


Carlock Joins Blue __ 

Hal Carlock, formerly publicity 
director of KFI, Los Angeles, haf 
joined the publicity staff of 


Blue Network’s western division 
— 


—— 
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© ESQUIRE, INC. 


delivers exceptional 
results for sports equipment advertisers 


Esquire also delivers excep- 


tional results for n 
i resul r nati 
ucts in virtually every field. 
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PIN-UP 


Buyers of Advertising Space 


Here are excerpts from The United States 
News of April 20th, 1945. . . . This issue 
was laid out and completely written in 15 
working hours—from 5:50 P.M. Thursday 
(when news of President Roosevelt’s death 
was received) to 7 P.M. Friday when the 
magazine was put to bed—at its regular 


bed-time. 


The significance of the news of President 
Roosevelt’s death; a charting of the new 
directions of business trends; forecasts of 
many important events that are now in the 
making — are covered completely and 
swiftly in the only magazine in the U.S. 
devoted 100% to “spot-analyzing” this one 


important and complex theme— 


THE NEWS OF NATIONAL AFFAIRS 


PIN THIS UP 


— check it from time to time — 


YOU WILL GET AN INDELIBLE UNDERSTANDING OF WHY 200,000 
IMPORTANT MEN AND WOMEN SUBSCRIBE TO THE UNITED STATES 
NEWS—90.1°% READING IT EVERY WEEK FROM COVER-TO-COVER. 


FROM THE Ti 0 A 
= OMOVTOW = 


Real meaning of Roosevelt's death, 
focus gradually; will reveal changes of basic, long-range importance. 
Not that wars will be affected. 


Title Reg. U.S. Pat Off 


Newsq vata 


won now. 


24th and N Streets, N. W. 


Washington, D. C. 


of Truman's succession will come into 


They will not be. They are as good as 
Military leaders will function as though nothing had happened. 

It isn't there that the change matters. 
in the degree of world leadership this country assumes after the war. It is 
in intimate details of relationships with Russia and Britain in particular. 

The change is important, too, in postwar domestic policy, in determinir* 
how or in whose interest the vast « 


It is in the U.S. world position, 
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NEW ROLE OF THE CABINET 


Outlook for later changes 
in Labor, Agriculture, Justice 
and Post Office departments 


The place of the Cabinet in the Federal 
Government under President Harry S. phase of the war, or as long as hie ber 


ers a fundamental 6 
‘ ha D anceavolt = _" 


Greater Responsibility in Carrying Out Broad Aims of White House 


a 


change is likely to manifest itself in some 
new Cabinet selections. 
Here is the story of the Truman Cabinet 
line-up as to war and foreign policy: 
Henry L. Stimson, as Secretary of War, ; 
will carry on, through the concluding choice. 


as long as he can. Ultimately, he may have 
to make his choice between them, and 
the continuance in the Cabinet cf Mr. 
Wallace and of Secretary of the Interior 
Harold L. Ickes may depend upon that 
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The only publication of its kind 


The 
UNITED STATES 
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The National Week «+ « 


Title Reg. U.S. Pat. Off. 


MR. TRUMAN'S BIG JOB: : 
A GUIDE TO COMING ACTION 


Continuation of War to Victory and Establishment of World Security 


Tre 
ss 


Greater voice for Congress 
in charting U.S. course 
at home and in foreign field 


Harry S. Truman faces a quick test of 
his presidential capacity. President Roose- 
velt died with the crowning work of his 
career only half finished. He had set up 
the machinery to win the war; he was busy 
with the plans for peace. Mr. Truman has 
the dual task of pressing ahead with the 
war to final victory and of filling in the 
framework for peace that his predecessor 
had sketched. 

The new President found his work piled 
high about him when he lowered his hand 
from the oath-takin~ the fervent 
addendum: “° * 


FUTURE OF WHITE HOUSE STAFF 


Revitalizing Advisory Group as One of New President's First Tasks 


Harry L. Hopkins, his closest friend and 
adviser, was ill. After Mr. Hopkins re- 
turned from Yalta, he entered a hospital in 
Minnesota suffering from an old ailment. 
Mar 0° hic duties as confidential assistant 
“na Boettiger, 


Likelihood that he will 
keep some present aides, 
delegate more decisions 


Moving into the White House, President 
Truman takes a position that has ' 
nerve center of the ~ 


Plus and Minus 


Title Reg. U.S. Pat. Off, 


24th and N Streets, N. W. 
Washington, D. C. 
o ° 
Tremd of Aserrcam Busiwaess 
Title Reg. U.S. Pat. Off. 
In the Truman Administration, these are points to be aware of....- 
"Common sense" will be stressed as a basis of many policy decisions. On a 


number of issues, the new President does not profess to have an expert knowledge. 


Much: ~-~ +m make decisions er-*~."~ ~avitate to departm — 
* ai Nawre 
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_ People 
of the Week 


Title Reg U.S. Pat. Off. 


The country has a new President and 
finds, suddenly, that it knows disconcert- 


_ — 


James Byrnes is likely to be the No. 1 
adviser, and before long is likely to 
hold the top rank, in the official fam- 
ily of President Truman. Mr. Byrnes, 
former Senator, former Supreme 
Court Justice, former “assistant pres- 
ident,” is one of the closest friends of 
the new President. 


- 


ee 
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Harry Hopkins and others in the 
White House inner circle are almost 
sure to retire from Government serv- 
ice soon, or at least to move into po- 
sitions less close to the President. Mr. 
Truman as President will work much 
more with the regular Democratic or- 
ganization and less with a little group 


of personal advisers. - 
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National Advertising Trends 


Most of the generally accepted |increased another 50%. The rela- | 
indices of advertising are based | tively poor showing of newspapers | 
on estimates of total advertising | in this picture is explained in part, 
expenditures, in all fields, some | at least, by the inability of this 
of which are extremely difficult} medium to capitalize advertising | 
to measure. These indices have | opportunities during the war 
shown that current total advertis-| period because it proved impos- | 
ing expenditures still remain be- | sible to lighten the weight of 
low the peaks of 1929 and the | newsprint, whereas other publica- 
years immediately preceding. It)tions greatly increased their vol- 
is therefore particularly interest-|ume through sharp cuts in the 
ing and useful to have such a sta-| weight of the paper employed. 
tistical compilation as that pre- The tremendous gains in na- 
pared by Arno H. Johnson, direc- | tional advertising volume in re- 
tor of research of the J. Walter| cent years demonstrate one thing 
Thompson Company, and pub-/|above all—that the use of adver- 
lished in the April 16 issue of Ap-|tising is an accepted business 
VERTISING AGE, since it demon-| practice which assures its employ- 
strates in spectacular style that| ment on a still larger scale in the 


THE SATURDAY 
EVENING POST 


amtes 
—Reprinted by special permission of 

The Saturday Evening Post, copyright 1945 

by the Curtis Publishing Company. 


“Our factory isn't completely converted yet, madam, but it works like a 
charm—just be careful not to point it at anyone.” 
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Softly Spoken , turned from service in an evacua- 

Ralph C. Cameron, director of | tion hospital near the front, “in- 
merchandising of Chrysler’s Air- age eo = as much as 
temp division, told the Chicago | ‘© *eature lead. 


; ; | Advertising, it seems, is part 
Metropolitan Home Builders AS-| and parcel be the Amectenn ae 
sociation last week that mass pro- of life 


duction of heating and air con- 
ditioning equipment will bring 
the cost down within the reach of 
the average family buying a $6,000 
house. Airtemp statisticians fig- 
ure a mass-produced all-year air 


Ford Speaks Up 

To members of the Newspaper 
Advertising Executives Associa- 
tion last week’s “public policy” ad 


Advertising Age, April 23, 1945 


| 
| 
| 
| 


| The following documents may 
|be secured without charge 


from 
‘companies sponsoring them, or 
_ through ADVERTISING AGE, by any 


/national advertiser or advertising 
| agency executive writing on his 
| business letterhead. 


| No. 2499. Reemployment of Vet- 
erans. 

This 60-page booklet, prepared 
by the Time, Inc. Service on Post- 
war Information, concludes that 
the responsibility of providing sat- 
isfactory employment for veterans 
will rest primarily on private in- 
dustry. It points out that there 
must be planning not only by 
manufacturing, which normally 
supplies about one-fourth of the 
total jobs, but also by commerce, 
the service industries and agricul- 
ture, where the other three- 
fourths of the jobs must be found, 


No. 2500. Consumer Panel Report 
on Range and Cooking 
Habits. 

The Product Use and Develop- 
ment Division of Good Housekeep- 
|ing has issued this report on a 
|/survey of consumers representing 
|a national cross section of the 
|magazine’s subscribers. The in- 
|sight into equipment usage and 
| cooking habits, likes and dislikes, 
should be of interest to manufac- 
turers in relation to their post- 
war production and merchandis- 
ing plans. 


No. 2465. What Major Outlets 
Are Going to Do About Sell- 

| ing Household Appliances in 

Postwar. 

| House Furnishing Review gives 

(a detailed report, in this folder, of 

a survey conducted among sub- 


national advertising volume is now 
at an unprecedented level, far sur- 
passing total expenditures in this 
field at any previous period. 

This fact is even more signifi- 
cant to us than the ranking of the 
four major media in the general 
advertising field, even though it is 
impressive to note that radio has 
forged to first place in total vol- 
ume, closely followed by maga- 
zines. It might be pointed out 
that the radio figure is based on 
gross time charges, without allow- 
ance for the substantial discounts 
offered by networks, but it could 
also be suggested that if talent 
and production costs were in- 
cluded, radio’s share of the na- 
tional advertising dollar might be 


Employment in Distribution 


Maury Maverick, chairman of 
the Smaller War Plants Corpora- 
tion, said not long ago that the 
number of small businesses in all 
fields before the war was about 
3,500,000 and that this number has 
now declined to 2,800,000 as the 
result of restrictions on produc- 
tion and distribution of many 
products. Most of these war cas- 
ualties have been in the distribu- 
tion field, and it is obvious that 
the replacement of facilities elimi- 
nated by war conditions will be 
one of the most fruitful sources 
of business activity and employ- 
ment in the peacetime era. 

Not only will the number of 
units in the retail field, for ex- 
ample, be greatly increased, but 
the development of new products 
and the advent of many new com- 
panies in all major classifications 
will result in the creation of addi- 

onal and expanded facilities for 
transporting, warehousing, selling, 


conditioning system will cost only 
$2.67 more a month, over the 20- 
year life of a mortgage, than an 
ordinary heating system. 

If our figuring is right, that’s 
$640.80, or well over 10% of the 
cost of the $6,000 house; but it 
sure doesn’t sound like it the way 
those statisticians tell it. 


period just ahead. Back in 1914, 
the first year covered by Mr. 
Johnson’s compilation, it was the 
exceptional company which re- 
garded advertising as an integral 
part of its marketing operations, 
and used it accordingly. Today 
most successful businesses recog- 
nize its vital and indispensable 
role in accelerating business prog- 
ress, creating and maintaining de- 
mand and pioneering new prod- 
ucts and new markets. 

If advertising continues its ef- 
forts to improve its techniques 
and its performance, so as to carry 
a larger share of the marketing 
load with still greater efficiency 
and economy, the golden days of 
this industry may lie before us. 


The Boys Want Ads 


Next time someone squawks, 
“All this blankety-blank adver- 
tising on the radio, in the maga- 
zines and newspapers,” you can 
tell him this one: our doughboys 
overseas are homesick for com- 
mercials and advertising c opy. 
The dehydrated magazines, like 
the food, aren’t the same because 
the ads are missing, says the 
American Red Cross. 

When Red Cross worker Elea- 
nor Merriman, on the U. S. Army 
Hospital Ship Blanche F. Sigman, 
heard the patients say they missed 
advertising, she decided to do 
something about it. She worked 
out a “commercially sponsored” 
broadcast, which went over with 


servicing and financing goods in 
all lines. To maintain the volume 
of business which is regarded as 
necessary for reasonable prosper- 
ity postwar, all types of distribu- 


tion services will be greater in|a bang. The clients were Lt. 
number, in variety and in size. Spencer and Sgt. Gemski, in 
Too much emphasis, we believe, | Charge of the ship’s laundry, and 


the usual Saturday broadcast ad- 


has been placed on the role of in- ; : 
vertised “Spencer Gemski, Inc.” 


dustry in absorbing returned A theme song introduced the 
soldiers and sailors and workers program. There was a spot plug 
released from war production. | for the company. Then Pfc, Cal- 
Manufacturing activities have/lahan, an Irish tenor, gave out 


usually accounted for about 25% ‘with “Mother Machree.” The 


try, and it is largely to the dis-| accordion selection of a talented 
tribution and service fields, and| Patient and native songs by two 
to agriculture, that we must ee oe ee the Red Cross 
for the many new jobs that win | one read a commercial testify- 


pd . ing to the quality of work and 
be needed. Advertising and its re- | the advantages of “Spencer Gem- 
lated activities, which are so im- 


ski, Inc.” 

portant a part of the distribution | That, to the sick and wounded 
field as a whole, represent one | G. I.s headed for home, was the 
avenue for increased volume and | 


employment which should con- | 
tribute greatly to the economy. 


real music of the program. 
“Ads,” says another American 
|Red Cross worker recently re- 


| reminiscent of the NAEA’s Janu- 
— meeting in Chicago. “No 
| wages are high that are earned,” 
|said the ad. “Fifty dollars a day 
j;earned is none too high. But a 
| dollar a day unearned is much too 
| high.” The words were first ut- 
| tered by Henry Ford II in his talk 
to the newspaper men. 

The ad goes on to talk of more 
| productive methods, a better 
/world to come, the necessity of 
| opportunity for youth. It is a 
|good ad, a straightforward pro- 
|/nouncement of “some of the 
| thoughts we hold as we look for- 
| ward toward the day when wages 
| will again be earned by building 
ithe goods of peace.” 

And to many who recall with 
some distaste the earlier pro- 
|}nouncements of Henry Ford, his 
| ill-starred publishing ventures, 
and some of the company’s more 
| recent unsuccessful attempts to 
|mold a “Ford point of view” which 
| makes sense to present-day Amer- 
|}ica, the current ad seems conclu- 


|sive proof that Ford public rela-| 


tions will now operate on sounder, 
more stable ground than in the 
| past. 

| 
| Jottings 

| Superman has finally invaded 
|the advertising field in a booklet 
| plugging the virtues of Py-Co- 
|Pay tooth powder and brushes. 
|The cartoon character appears in 


of total employment in this coun-|ship’s band played. Between the|!S usual manner, manages to get| 
| 


|from the U. S. to China and back 
| before the evening is over, and 
|as an added attraction, beats down 
a host of Japanese planes who are 
attacking an American pilot suf- 
fering from a tooth-ache. Point 
|is that boys who brush their teeth 
regularly will never be caught 
with their “props” down. The 
booklet, prepared by Cecil & Pres- 
| brey, Inc., New York, is distrib- 
uted only to the dental profes- 
s10on., 


| of Ford Motor Company was|scribers to determine what retail 


dealers in major household appli- 
ances plan to sell after the war, 
and what merchandising helps 
they would most like to receive in 
the immediate postwar period. 


No. 2489. 1945 Shipbuilding Mar- 
ket. 

Highlignts of the shipbuilding 
program for 1945, detailed statis- 
tics for 1944 output and a report 
of current thinking on postwar 
prospects for shipping and _ ship- 
building in the U. S. are contained 
in this booklet issued by Marine 
Engineering and Shipping Review. 


No. 2490. Parents’ Magazine’s An- 
nual Report to Advertisers. 
A record of its advertising, 
January-December, 1944, has been 
issued by Parents’ Magazine in 
this report, which includes a table 
|showing total pages of advertising 
carried by leading monthlies, 1944 
and 1943, and a breakdown of 
products by classifications, with 
\the number of pages and number 
lof advertisers in each group. 


'No. 2483. This Is Pittsburgh. 

| The Pittsburgh Sun - Telegraph 
'has issued this brochure, which 1s 
‘a collection of ads in the news- 
paper’s national magazine cam- 
paign, each of the series contain- 
|ing opinions and prophecies of one 
'of the city’s industrial leaders. 


No. 2461. From Trees to Printing 
Presses. 

| Kimberly-Clark Corporation has 

|issued this brochure, which tells 


ithe story of paper making from 
selection of wood and its preparé- 
|tion at the mill to the finished 
| product. Illustrations show actual 
|mill operations, and text describes 
various steps in the paper-making 
process. Several types of printing 
| presses, currently used, are illus- 
trated, with diagrammatic sketches 
showing paper traveling through 
the presses. 
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“AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


SUf checks yA OMG I 


Through the partnership of man—the mer- 
chant, and woman—the buyer, working to- 
gether to keep prices down, America is today 
achieving a great victory at home. The cost of 
living is being held in line and the grinding 
burden of inflation is being kept off our backs. 

Woman’s role in this victory has required 
that she be better informed than ever before 
on the subject of nutrition and home economics 


in general so that she can intelligently adjust 


her buying and planning to the conditions cre- 


ated by shortages and rationing. 


Where McCall’s Lends a Hand 
Through its continuous Reader Research, 
McCall's is exceptionally aware of what women 


are thinking and wondering about the prob- 


. ANS Staury 
lh 


fa 

lems of wartime home management. This 
awareness is reflected month after month in 
sound, practical, informative editorial con- 
tent—a source of guidance and inspiration that 
has made McCall’s a magazine to live by for 
more than 3,500,000 women. 

As a consequence your best informed cus- 


tomer is quite likely to be that one woman out 


of every five who reads and lives by McCall's. 


(ull 


THREE 


MAGAZINES IN ONE 
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|“investment” as the strongest mo-| 


lpresent time. Patriotism was 
ranked as the most important mo- 
itive by 35% of those questioned. 
| The anti-inflationary effect of war 


14 
* 
Big Push Starts 
’ 
Canada i) 8th War |bond purchases was given as a 
m oo Pr migety = a A 
Drive on Its Way 119%. im of the nationwide ad- 


vertising which will accompany 
the 8th Loan drive will be to 

(Picture on Page 63) a these 
Ottawa, Ont., April 19. — Unde- and roll up a new record of pur- 
terred by a Canadian general elec- 
tion and by prospects for an early 
V-E Day, Canada’s 8th Victory 


Loan campaign will get under way | Heavy Individual Sales 
next Monday, April 23. 


The official goal is $1,350 mil-| The remarkable fact about Can- 
lion, with half ($675 million) vada S previous seven Victory Loan 
sought from individual subscrib-|¢@™paigns is that of the $8.2 bil- 
ers. The campaign slogan is “In-| tion that has been subscribed, over 
vest in the Best.” 143% or $3.5 billion dollars has 

A recent Gallup poll in Canada! been subscribed by “the man in 
showed 46 out of 100 people placed|the street.” In the 7th Loan 


| campaign. 


‘tive in buying war bonds at the) 


campaign last fall, this percentage 
rose to a new record high of just 
over 50%, exclusive of so-called 
“special” or big-name subscribers. 

A recent compilation of the 
source of this money by the Fi- 
nancial Post of Toronto showed 
that life insurance companies con- 
tributed just over a billion dollars 


‘Meyer to Erwin, Wasey 


Hazel Meyer, publicity and ad- 
vertising director of Music Pub- 
lishers Holding Corporation, New 
York, since 1943, has resigned to 
join Erwin, Wasey & Co., San 
Francisco, as an executive. Ethel 
Gladys Shapiro, secretary to Miss 
Meyer, has been promoted to as- 


various reasons | 


chases whether or not V-E Day | 
occurs during, prior to or after the | something less than 6% came trom | 


to the combined campaigns or 
| slightly less than 13% of all money 
subscribed. Industrial and other 
corporations bought 28% of the 
bonds. Almost half a billion or 


sistant advertising manager of 
Music Publishers, while William 
Wiemann is acting supervisor of 
the advertising department. 


|other governments such as provin-| Kashuk Forms Agency 


‘cial, municipal, school boards, etc. | 

| In the last Victory Loan cam- Lew Kashuk has resigned as ad- 
_paign total subscriptions of $1.5 vertising director of I. J. Fox, New 
| billions were received. It is ex-| York, effective May 1, to establish 
|pected that the total of the 8th|/a newspaper and radio advertis- 
|Loan campaign will exceed this|ing company. Mr. Kashuk, who 
/amount and that as in the past,| has held his present position for 
|the most important buyer will be| the last seven years, will announce 


| “the man in the street.” ifurther plans in about two weeks. 


than 


a CHAMP! 


It's no “fluke’’ when The Champ knocks one out of the lot. It’s just his natural way to 
perform. So it is in all fields—including the publications field. 


Electrical Merchandising has won 


many a game for its readers. Won them with sound, 


factual editorial material which doesn’t stop at mere reporting. Nosir. Time and again 


it bangs out the right road to pr 


ofits. And Electrical Merchandising does it with a 


batting average you'd expect from a Champ. 


THERE IS ONLY ONE ELE 


... and it didn’t just “happen.” It’s been work— 
work — WORK (for 37 years) — and still MORE 
work. No sparing the horses—nor the expense—nor 
the editors—nor the correspondents. 


Electrical Merchandising has 8 full-time editors— 
6 of them for over 15 years. They spend most of 
their time in the FLIELD—not in swivel-chairs. And, 
assisted by 50 able correspondents in America’s 
principal marketing areas, they edit with footwork 


ELECTRICAL MERCHANDISING 
The Retailers’ Choice by 7 to 7 


330 WEST 42nd STREET 


A McGRAW-HILL PUBLICATION - 


CTRICAL MERCHANDISING 


and headwork—rather than with pastepot and shears. 


Such first-hand, coast-to-coast service in news and 
market interpretation is what has made Electrical 
Merchandising the recognized source and authority 
for the industry. 


Yes, there is only one 


Electrical Merchan- 
dising — and it is 
CHAMP! 


Advertising Age, April 23, 1945 


Promotion Men 
Will Back ‘Road 
to Tokyo’ Drive 


Wilmington, Del., April 18. — 
The National Newspaper Promo- 
tion Association has begun to en- 
list member papers throughout 
the country in the forthcoring 
campaign of the War Advertising 
Council to show the American 
people that “It’s a Tough Road 
to Tokyo.” 

W. Murray Metten of the Wil- 
mington News-Journal, NNPA 
vice-president, and chairman of 
the association’s war activities 
committee, said that letters have 
been sent to member papers re- “ 
questing space for this campaign, 
urging local recognition of all war 
agencies and suggesting the de- 
velopment of local window dis- 
plays and other tie-ups. 

Active with Mr. Metten in di- 
recting the program are Court 
Conlee, Milwaukee Journal, and 
Robert Svensson, Los Angeles 
Times, who will be in charge of 
it, respectively, in the Middle West 
and on the Pacific Coast, and Rus- 
sell Simmons, Cleveland Press, 
NNPA president. 


A. D. Schulte Heads 
Park & Tilford 


Arthur D. Schulte, for the past 
| two years an executive of the For- 
| eign Economic Administration, has 
| been elected president of Park & 
| Tilford, Inc., New York, parent 
|company of subsidiaries operating 
|in liquor, toiletries and home dyes. 
|He succeeds D. A. Schulte, his 
father, who was elected chairman 
of the board. 

| Frank G. Handren continues as 
|president of the operating subsid- 
‘iary corporations in the wine and 
|liquor field, and Henry C. Ber- 
|nard as president of the subsidiary 
| corporations handling All-Fabric 
| Tintex, toiletries and drug sun- 
dries. 


Mining Production 
in Tulsa Area 


(34% of Oklahoma's 
land area) 


71% 


Of Entire State 


zs 


The Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 


plus rich bonus counties in 
Kansas, Missouri & Arkansas 
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Art Directors C106 0% Crrcaco 


presents these facts concerning their Annual Exhibition 
of ADVERTISING ART /0 be presented at the 


ArT INsTITUTE 6f CuIcaco, May st to 31st, 1945 


(for your serious consideration ) 


Award Luncheon, 
April 30th, 12:15, 
Red Lacquer Room, 


Palmer House. 


Awards will be presented at a7 Famer anticipation ) 


this time. A specially designed Perhaps meat will be served 


Gold Medal will be awarded. 


at luncheon. Maybe someone 
Please phone Miss Sumner, will give you a cigarette. You 


Dearborn 0691 undoubtedly will hear some good 


or write Douglas Smith, stories, see old friends, meet high 


ADCC Secretary, 


powered art directors and artists. 


% Buchen Co.,, Meet the famous Stevan 


400 West Madison St., Dohanos. Listen to “It’s a funny 
Chicago. world.” J. Archer Kiss, speaker 
extraordinary. You can applaud wildly if 
you approve the selection of award winners, 

gripe quietly to yourself if you disapprove. 
Please phone or write for reservations today. 


This ad sponsored by 
Coiuins, Mitter & HutcuinGs + Photo-Engravers 


JobnAverill 


207 North Michigan Ave., Chicago 1, Illinois, 
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4 Ingersoll Art Award calendar. In| 
U. S. Time Sponsors addition Ingersoll will also present | 
High School Art Awards a $25 honorable mention to win- 
The United States Time Cor- | ™8 entries from Canada and from 
: each of the 48 states. Three re- 
poration, New York, manufacturer |gional contests from which the 
of Ingersoll watches, will award sal winners will be picked have 
Eweive $100 prises 0 winning | been added since last year in 
high school entries in oil, water | °** gE tat y 
colors, and colored inks in a con- | S€V€n new southern states, 
test sponsored and conducted by oe a ee ee 
oot: mag oe: see The award, Atlantic Four A’s Elect 
covering both prize money and) 2 ad ' . 
purchase price of entries selected, | gic tas Geen ae aaaeine eae 
will be reproduced for the 1946 | cers: representative on the board 
of directors, Norman W. Geare, 
Geare-Marston, Inc.; chairman, 
Lee E. Hood, Richard A. Foley 
Advertising Agency; vice-chair- 
man, Howard Medholdt, Aitkin- 
Kynett Company, and secretary- 
treasurer, Wesley M. Ecoff, Ecoff 
& James, Inc. 


Pasadena Papers Merge 


The Pasadena Post, a morning 
paper, and the Pasadena Star- 
News, issued evenings and Sun- 
days, have been merged and the 
combined Star-News & Post will 
be issued evenings and Sundays. 
W. F. Prink is president of both | 
| papers. 


DAILY BUSINESS NEWSPAPER OF THE 
EST INDUSTRIAL AREA 


THE 
NATION’S CREAT 


NBSS5 


and they’re a little hurt to think 
that a great big company like 
Seagram’s Lord Calvert, (which is 
just one of the innumerable Sea- 
gram whiskies), would overlook a 


‘Never Tasted’ 
It, ‘PM’ Finds | little old promise no bigger than 
|a case of whisky. 


New York, April 20.—Although | . 
some “men of distinction choose | MeCullech a Veteran 
Lord Calvert whisky,’ Tom); Although real-life men of dis- 
O’Connor of Marshall Field’s ad-/| tinction were used for most of the 
less newspaper PM has not found | series, Mr. McCulloch “has been 
any model in Calvert Distillers| adorning all kinds of advertising 
Corporation’s magazine campaign|... for half a dozen years.” He is 
for this product who drinks it—/also production manager of 
and records only one who got|American Transit Association, | 
from the company the promised|New York. The Calvert job paid 
case of Lord Calvert. ‘him $7.50 an hour. The highball 

Incidentally, PM adds, none of|in his hand in the ad was a 
the 35,000 would-be case recipi- | “chemical that looked more like 
ents was able to make his ratings| whisky than whisky.” 
of nine men of distinction in a| Joe Glover is a music arranger, 
Calvert contest jibe with those|“and a Scotch drinker by habit.’ | 
of the judges. The company,!| One of his chief visible marks of | 
however, is distributing 13 cases | distinction is a beard. He was! 
to those who guessed closest. | tapped for fame by Calvert, Mr. 

Graydon E. McCulloch, first,|;O’Connor explains, “when he was 
and Joe Glover, last among models| having a drink (Scotch) at the 
pictured in the contest, Mr. O’Lon-| Beaux Arts bar.” A member of 
nor says, have lived their “59 and|the Musicians’ Union, he knew 
42 years without ever tasting|about overtime, and received $40, 
Lord Calvert whisky. .. They were instead of the $25 Calvert wanted 
each promised a case for posing|to give for an hour and three- 
as Men of Distinction, they say,| quarters’ work. 


Calvert Winners 


Sure! They want a “Quick Victory” 


But they are smart enough to know that wishing 
won’t win it. They are in the fight to the end. 


How about you, Mr. Advertiser? 


If you want a quick victory, too, the surest way to 
win it is to keep your advertising in the fight to the 
end. 


Did you know that in a recent month, twice as 
many men left the Merchant Marine as joined it? 
That’s something that needs your advertising support. 

Did you know that hospital units have left this 
country without a single Army nurse attached to 
them? Your advertising can help solve that one, too. 

Whether you get behind the donation of blood to 
the Red Cross or the sale of War Bonds, we urge you 
to go “all out” when you go outdoors. 


On Donnelly boards in New England, you can 
reach four out of five people. Why not give a 
message that counts to these people who count? 
John Donnelly & Sons, Boston 19 


Bonnelly Ady. 


Advertising Age, April 23, 1945 


One of the models, James Mac. 
Naughton of the New York tailor- 
ing firm of Arco & MacNaughton 
PM reports, did get a case of Lord 
Calvert, “after I badgered them 
about it for six months.” yy 
MacNaughton came in fourth jp 
the contest. 


Calvert Little Perturbed 
Calvert executives told 


ALDVER-} 
TISING AGE that arrangements 
with the models were made 
through Valentino Sarra. pho. 
|tographer, who in turn worked 


with Geyer, Cornell & Newel] 
agency on the Lord Calvert series 
Calvert Distillers Corporation 
they said, did not promise any of 
them a case of Lord Calvert— 
although it was believed that alj 
of the models got some of it. 
When the series started, in Sep. 
tember, 1943, professional models 
were used, it was said. Then (Cal- 
vert switched to distinguished 
looking men who worked only as 
“occasional models.” Since last 
May, no professional models have 


been used. Each of these was 
offered $300 for his favorite 
charity. 


No Testimonials 


| The contest, however, was based 
/on models used during the first 
year. Because none of the ads in 
the series is a_ testimonial, the 
question of whether a model did 
or did not drink Calvert, or did 
not drink whisky at all, was not 
a facter. 

Although none of the 35,000 
people who entered the national 
|contest ranked the nine models 
| covered in the same order as that 
of the judges, Calvert gave a case 
\of Lord Calvert to 11 of them 
who had seven or six in the right 
| order. 


‘Mueller to Big Store Co. 


| Elsie H. Mueller, Covington, 
|Ky., has been appointed manager 
|}of newspaper and radio advertis- 
|ing of the Big Store Company, 
| Cincinnati. 

| 


| + . . 

baperwes Dickie-Raymond 
Barnet M. Daniels, copywriter 

with the advertising department 

|of International Nickel Company, 

|New York, has joined the creative 

\staff of Dickie-Raymond, Inc, 


| New York. 


In POWERLAND Lingo.. 


Use its terms to get business 


Thousands of power engineers and exec 
tives now are considering by type and make 
the boilers, stokers, turbines, engine 
pumps, piping, switchgear, belting,controls 
and other equipment needed to expand 
modernize peacetime power systems. 


Use meaty, informative ads regularly 
POWER PLANT ENGINEERING ¢o 8 
these men the help they need in select® 
and installing your power equipment ® 
supplies wherever possible, talk Powerlas4 
language; show simple application hookup 
sectional views, capacity tables, perform 
ance data. 

Ask for field bulletin “Where engine® 
need help.” It tells about problems yout 
gineer-customers are up against; offers wip 
for slanting your messages to this basiG 


all-industry market. 


| 
Cwer/ Lent 
ENGINEERING 


BLVD. CHICAGO 4, ML 
——— 
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=| Never Underestimate the Power of a Woman! i 
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THE MAGAZINE WOMEN BELIEVE IN 
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What America’s youngest networkwi 


GREATEST NEWS 


— 


SUMNER WELLES 


One of the best-informed men in America on inter- 
national relations who is free to speak has joined 
the American Broadcasting Company as Advisor 


on the Peace. UNIT! 


gil eae ne. Oe 


We figured out the other day that our 
radio audience in the course of a week 
totals the equivalent of five hundred 
million listeners. And we feel that such 
an audience deserves the best that radio 
can give it. There’s an obligation, too— 
an obligation to know what we’re talking 
about. So we looked around for a com- 
petent authority to guide us. 


We set up a group of four conferences on 
the subject of World Peace. The first 
two of these have already been heard 
on the nights of April 2 and April 9. 
With Mr. Welles were such men as 
Senator Pepper, President Seymour of 
Yale University and Dr. George Gallup. 


We secured as our advisor on world 
peace an experienced diplomat and 
statesman:Sumner Welles,former Under- 
Secretary of State. 

In addition to giving us his guidance 
and counsel, Mr. Welles will appear per- 
sonally on a series of programs designed 
to “‘give every American a seat at the 
Conference table.”’ 


SUMNER WELLES’ PEACE FORUM 


The conference to follow will bring to 
Blue listeners people of similar experi- 
ence and reputation along with Mr. 
Welles. Well informed, unbiased author- 
ities will hold informal discussions . . . a8 
interesting as though they were meeting 
in your own living room. 


ORSON WELLES’ 


CC 
s 


CONFERENCE FORUM 
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STORY OF OUR TIME 


WALTER WINCHELL 
and 
DREW PEARSON 


will broadcast 


from San F rancisco 


direct ard winner Raymond 
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UNITED NATIONS’ NIGHT ... THURS. APR. 26, STARTING 6 P. M. EWT 


a 


People you know—programs you enjoy —bringing the 
Conference down to earth for you! 


N ADDITION to other Conference coverage 
described on this page, the entire evening of 
April 26 will be devoted to the Conference. 


All sponsors and advertising agencies are 
cooperating in slanting their regular programs 
toward the Conference. 

Newscasters and commentators will round up 
the news for you. Lum and Abner (left) will 
present the down-to-earth small-town viewpoint 
on the Conference. “America’s Town Meeting 


Kaltenborn and other top analysts. ‘“The March 
of Time’”’ will give you a Time’s-eye view of the 
Conference and what it means, Fred Waring will 
interpret music of the United Nations, and ‘““The 
Victory Parade of Spotlight Bands’”’ will offer a 
musical interlude with a special guest com- 
mentator. 


These, and many other programs in the sched- 
ule below, will bring you every viewpoint on the 
tremendous decisions to be reached in San 


AMERICAN BROADCASTING COMPANY, 
She Blue Network 


of the Air” will bring you Raymond Swing, H. V. Francisco. 
“WORLD PEACE SUMNER WELLES’ EDWARD DREW PEARSON WALTER “BAUKHAGE 
YOUR FORUM” COMMENTARY RR Peppy WINCHELL TALKING” 
Featuring Sumner Beginning May ist, Mr. His weekly broadcasts geo pe 22nd = Will originate from San Originates from San 
CON FERENCE Welles. April 16, 23, with | Welles will do a weekly | originate from San yo Cnnference incu. | Francisco April 22nd and | Francisco, beginning 
outstanding educators, 15-minute Comimentary Francisco until the Con- on the Con om — 4 29th, and will comment April 23rd. 
statesmen and leaders on the conference. ference closes. COEER CADRES. on the Conference in sub- 
in foreign affairs. Mon. through Fri., 
S Tuesdays, Sundays, sequent broadcasts. 
CH EDU LE Mondays, 9-00-9:15 P.M. EWT 6: rp 7:00-7:15 P.M. EWT Sundays, 1:00-1:15 P.M. EWT 
10:30-11:00 P.m. EwT ata: — 9:00-9:15 P.M. EWT 
ee ee 
RAYMOND SWING RAY HENLE | WALTER KIERNAN | BEN HECHT “CONFERENCE “HEADLINE | TheVictory Paradeof | EARL GODWIN 
Fe critinate from San Will originate from San Will cover the Conference A special dramatic pro- FORUM” EDITION” SPOTLIGHTBANDS He'll tell you what the 
‘sco, beginning Francisco, beginning from a human interest gram, written by Ben A musical interlude plus man in the street thinks 
April 23rd, April 23rd. viewpoint, originating Hecht, on April 25th, the Seuaeis cae cae oe a. pond a ond guest commen- about the Conference. 
ney through Fri., Mon. through Fri., from New York. day the Conference opens. tstors will review pest Sansinn. tator. Thevedeye 
15-7:30 p.m. Ewr 11:15-11:30 P.M. EWT Mon. through Fri., Wed. April 25th, events and make predic- 8:00-8:15 P.M. EWT 
6:00-6:15 P.M. EWT 9:00-9:30 P.M. EWT tions. Mon. through Fri. Thur. April 26th 
Saturdays, 7:00-7:15 P.M. EWT 9:30-9:55 P.M. EWT 
10:30-11:00 P.M. EWT 
a 
3 Inc. 
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AFA Committee 


Drawing Up New | 


Ad Ethics Code 


| 
| 


|months ago 


New York, April 17.—The Ad-| 


vertising Federation of America 
has set up a committee on stand- 
ards of practice to draw up a new 
advertising code in cooperation 


— 


anpy, INDUSTRN 


CANDY INDUSTRY 


> Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 


with a similar committee formed 
by the National Association of 
Better Business Bureaus. 

The action is in accordance with 
a recommendation of the AFA’s 
board of directors made some 
that a “new and 
broader code of advertising ethics, 
suited to conditions of today,” be 
drawn up cooperatively by the two 
organizations, and that they ‘“de- 
vise procedure for securing vol- 
untary compliance with new code 
and to check on current practices.” 


Headed by Obermeyer 


The AFA committee is headed 
by Henry Obermeyer, AFA direc- 
tor, and includes Frank Braucher, 
Periodical Publishers Association; 
Willard D. Egolf, National As- 
sociation of Broadcasters; Gilbert 
T. Hodges, New York Sun; C. B. 
Larrabee, Printers’ Ink; Charles 
E. Murphy, general counsel, AFA; 
Allan T. Preyer, Morse Interna- 
tional, Inc.; Philip Salisbury, Sales 
Management, and Dorothy Shaver, 
Lord & Taylor. 

Warren Agry, American Home, 
heads the Better Business Bureaus 
committee, It also includes E. L. 


Greene, National Better Business 
Bureau, and H. J. Kenner, Better 
Business Bureau of New York City. 


The AFA committee has begun 
studying existing codes “other 
than purely trade practices” so as 
to determine their present feasi- 
bility; to translate their termi- 
nology into “popular speech of to- 
day;” to revise and strengthen 
them where necessary in view of 
intensive postwar competition, and 
to publicize widely an up-to-date 
code to the end “that abuses may 
be promptly dealt with and that 
public confidence in advertising 
may remain unimpaired.” 


Backs Art Program 


Members of the Cleveland Ad- 
vertising Club were sponsors of 
the 10th annual Cleveland Stu- 
dents’ Poster Art Exhibit held in 
March, winner of which was Bill 
Reinker of West Tech high school, 
Cleveland, who received $50. A 
total of $500 in prizes was con- 
tributed by J. A. Zimmer, presi- 
dent of Central Outdoor Advertis- 
ing Company, Cleveland, 


New Crop Council 
Looks to Postwar 
Foreign Markets 


Sacramento, Cal., April 18. — 
The first step in the postwar de- 
veiopment of foreign markets for 
American crops was taken here 
recently with the formation of 
the United States Horticultural 
Council. Sponscred by the na- 
tion’s 11 major fruit, vegetable 
and nut industries, the group 
meeting here followed a prelimi- 
nary session in Chicago in Janu- 
ary. 

The council will function as a 
voluntary association, under the 
provisions of the Export Trade 
Act, in cooperating with govern- 
ment agencies on postwar export 
programs and other foreign trade 
problems. Crops represented on 
the council include apples, pears, 
citrus fruits, table grapes, dried 
fruits, vegetables, potatoes, onions, 
tree nuts, canned fruits and 
canned vegetables. 

Temporary offices will be lo- 
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@ it’s no coincidence that 4 out of 5 of PLASTICS’ 
14,000 readers are top executives—active leaders (executives, 


designers, engineers) of firms interested in the use of plastic 
products—while, in the field of plastics manufacture a broader 
coverage extends from the top down through the ranks. That's 
how closely PLASTICS is planned and circulated to reach the 
actual buying power influence of the entire plastics market. 

s are solicited only from these selected classes. 
Because PLASTICS blankets the market so thoroughly, 


advertisers reach directly, through one publication, ex- 


ecutives of more than 40 industries that can or do use 


their products. 


Out of every 1000 men in 42 industries—who read 
PLASTICS: 190 are Presidents « 100 are Vice-Presi- 
dents « 80 are General Managers « 50 are Sales Man- 


agers « 30 are Purchasing Agents « 70 are General 


Engineers « 480 hold miscellaneous titles ranging up- 
ward from Assistant Superintendents. 


Total circulation — 14,000 


Ask for 


rates and further detailed 


information 


“us _ g Age, DT 1 » 1945 
cated in Sacramento, but even. 
tually will be established in Wash. 
ington, D. C. 

At the two-day organization 
meeting, attended by 42 represen. 
tatives of the industries involy 
Marvin Walker, Lakeland, Fig’ 


was elected chairman. 


WALLACE RECOMMENDS 
PERMANENT FAIRS 


Washington, April 19.—Perma- 
nent international sample fairs to 
be held in this country to help 
small retailers obtain distinctive 
foreign specialties was recom. 
mended this week by Secretary of 
Commerce Wallace to the Senate 
small business committee. 

Such fairs would also benefit 
middle-size and small American 
manufacturers who could show 
and sell products to attending 
foreign ‘buyers. 

Wallace, recommending changes 
in the Webb-Pomerene law, said 
small exporters by forming as. 
sociations could save in instity- 
tional advertising, common sales 
agencies and market information, 
He set $10,000,000,000 as the goal 
for postwar export trade. 


Ray Cabrera Joins 
Roche, Williams as V.P. 


Ray Cabrera, for the past eight 
years advertising manager of Car- 
ter Products, 
Inc., New York, 
maker of Car- 
ter’s Little 
Liver Pills, Ar- 
rid and Superin 
aspirin, has re- 
signed to join 
Roche, Williams 
& Cleary, New 
York and Chi- 
cago, as vice- 
president and 
account execu- 
tive. 

Mr. Cabrera has had wide ex- 
perience in the drug field and in 
his new position with Roche, Wil- 
liams & Cleary will direct mer- 
chandising service for clients. 


Ray Cabrera 


Place Shower Account 

C. Church More & Co., Los An- 
geles agency, has been appointed 
by Windsor Shower Door Com- 
pany, Glendale, Cal., maker of 
shower doors, cabinets and bath- 
room accessories. A trade publi- 
cation schedule is being placed. 


‘ 


Have You Seen 


Our New Dress? 


PRACTICAL Home Eco- 
nomics’ new typographic 
style, designed by Dr. M. F. 
Agha is one more PRAC- 
TICAL innovation. 


11,285 professional Home 
Economists pay to receive 
PRACTICAL each month. 
About 20,000 are regular 
readers. Progressive Home 
Economists—the leaders in 
their field—naturally prefer 
the publication that is first 
to bring them new ideas. 


TAKE 


WISE 


ADVERTISERS 


HOME ECONOMICS_ 


468 FOURTH AVENUE NEW YORK 16, KY. 
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an the jewelers borrow our coffee pot, Mom ?” 


Ma- oe 
S to . 
1elp 3 
tive e 
a yo new aluminum coffee pot was a display piece fifty-odd a 
es years ago. Jewelers would have showed it off. 7 
efit 7 
ican Aluminum was a rare metal then . . . brand-new . . . unique. . . fe 
8) o,°e ° ° iis 
ding and exciting. It was so precious that they couldn’t finish the aoe 
-~ Washington Monument until they had displayed its gleaming vi 
= aluminum cap in a famous New York jeweler’s window while 
itu. the passing crowds oh’d and ah’d. 
ales : 
_ If you could have bought an aluminum coffee pot at all, back 


there around 1900, you might have paid $100 for it. You could 
get one for 69c just before the war. 


Aluminum came out of the display case into the home and 
business when the manufacturers began to make Americans 
want aluminum things. They advertised their aluminum— 
identified it by names like Wear-Ever, Mirro, and many others 
—and convinced America that these brand names were to be 
trusted—again and again and again. 


Brand advertising is one big reason why aluminum is now a 
mass metal. It’s a big reason why aluminum things that your 
wife gets for a few cents are made of better aluminum than 
yesterday’s richest grandmother could have bought anywhere 

at any price . . . no matter what mint she owned. 


The brand names you know make possible the 
good things you want. 


SRR AOR 


$1.75 in 1907 but 10c in 1945 
Remember any light bulb advertising of FAWCETT PUB LICATIONS- INC. 


1907? There wasn’t much. There weren't WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
many light bulbs, either. And there weren’t 
many people who wanted light bulbs. Today 
a lot of people want light bulbs, and get good 
ones cheaply by asking for them by known, No. 2 of a new series appearing in leading American newspapers and the important business and indus- 
trusted brand names. trial magazines. For free proofs write Fawcett Publications, Inc., 295 Madison Avenue, New York 17,N.¥3 
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Greyhound Sees 
‘Less Precipitous’ 
Bus Traffic Drop 


Chicago, April 18.—While post- 
war intercity bus traffic will fall 
below the record volume now be- 
ing handled, the drop in travel 
may be “less precipitous” than ex- 
pected, C. E. Wickman, president 
of the Greyhound Corporation, de- 
clared yesterday. 

Large segments of the popula- 
tion which never before have 
made inter-community journeys 
are now “travel conscious,” he 
said in the company’s annual re- 
port to stockholders, and war- 
time travel restrictions and in- 
conveniences “have created a tre- 
mendous backlog of postponed 
journeys.” 

“Postwar plans under considera- 
tion by federal and state authori- 
ties carry provisions for extensive 
super-highway construction which 
will enlarge the opportunities for 
motor-bus service,” he added. 

Uses Victory Coaches 

The Greyhound Lines at the 
end of 1944 owned 4,213 buses, 
compared with 4,034 in December, 
1943. A total of 498 new Victory 
model buses and 64 used buses 
were purchased during the year, 
and delivery of an additional 568 
Victory coaches is expected dur- 
ing 1945. Buses of greater capac- 
ity and improved operation for 
postwar use are now being de- 
veloped, Mr. Wickman said. 

Greyhound reported consoli- 
dated net income of $10,683,860 
compared with $10,762,469 in 
1943. Provision for extra postwar 
expenses amounted to $1,885,300, 
exceeding by $659,319 the amount 
set aside for the same purpose in 
43. Operating revenues hit their 
~ peak, reaching $156,587,- 

As far as its helicopter project 
is concerned, the president said, 
Greyhound is not pressing its ap- 
plication to the Civil Aeronautics 
Board pending further clarifica- 
tion of the issue, but has “devoted 
its efforts to protecting its position 
in the various states where the 
matter of local air transportation 
has become a very live issue.” 

United Air Lines, to keep 


What 
does it cost? 


Newspaper advertising is 
the most economical of 
all media when properly 
used. 


Developments during the 
past three years have 
placed newspapers in a 
position to develop data 
to prove low - advertising 
costs as well as excellent 
results. 


Newspaper advertising is 
not costly, and any news- 
paper representative, if 
given the opportunity, will 
be glad to discuss the 
over - all newspaper cost- 
situation. 


‘SCHEERER & CO. 


abreast of postwar developments 
in the aviation field, plans to spend 
from 35 to 55 million dollars for 
air and ground facilities, W. A. 
Patterson, president, recently told 
stockholders here. He said that 
although the company has $15,- 
000,000 earmarked for postwar 
expenditure, it ought to “save as 
we go” instead of issuing new 
stock which it might not be able 
to support later on. United and 
other airlines face the prospect of 
reduced mail revenues, he con- 
tinued, and postwar competition 
may be expected to reduce the 
company’s gross earnings. 
American Airlines, Inc., New 
York, on the other hand, has been 
authorized by stockholders to is- 
sue new preferred and common 
stock and expand its capital re- 
sources “as the need arises.” 
However, said A. N. Kemp, presi- 


dent, American Airlines expects 
to meet heavy expenditures for 
additional aircraft and other prop- 
erty and equipment substantially 
from cash now on hand, future 
earnings and depreciation provi- 
sions. 


Operations Hit Peak 


Commercial air transport opera- 
tions attained a new peak during 
1944, Mr. Kemp declared, with a 
fleet averaging two-thirds of the 
number in service in the peak pre- 
war year. Total operating reve- 
nues were $39,244,012, an increase 
of $7,792,582 over 1943. Passenger 
traffic increased 31.2%, with pas- 
senger revenues up 25.6%. Ajir 
express and freight ton miles in- 
creased 10.2%, although revenue 
dropped 2%. A bright future is 
foreseen for Airfreight, new serv- 
ice inaugurated by American Air- 
lines last October, but it “is not 


|expected to come fully into its 
|/own until more aircraft are avail- 
|able and priorities are removed,” 
|Mr. Kemp said. 

American Airlines believes it 
can provide one-carrier and one- 
|plane service to overseas areas, 
|particularly Europe’s traffic cen- 
ters, but it is opposing a single 
“chosen instrument” company to 
provide substantially all U. S. air 
service to and from foreign na- 
tions. 


Continue Package Series 


American Management Associa- 
tion has issued three more pam- 
phlets in its series on the pack- 
aging field, including No. 8, on 
“Bulk and Package Handling 
Costs,’ No. 10, “Organizing for 
Package Development,” and No. 
11, “Technical Advances in Pack- 


aging.” 


4dvertising Age, Apri 945 


Plans Parlin Memorial 


In memory of the late Charles 
Coolidge Parlin, market research 
executive of Curtis Publishing 
Company, the Philadelphia chap. 
ter of the American Marketing 
Association has set up the firs 
annual memorial lecture in hig 
honor to be given May 15 by Dr 
George A. Lundberg, head of the 
department of sociology at the 
University of Washington. The 
lectures will be maintained op 
funds granted by Curtis Publish. 
ing Company and will be given to 
stimulate further development of 
scientific marketing research. 


Frank Joins WELI 


Rudy Frank, publicity director 
of the Harris Brothers’ State 
theater, Hartford, Conn., has re. 
signed to join the advertising 
staff of WELI, New Haven. 


of a 


Member of the American Association 
of Newspaper Representatives 


Ever look at your 
selling job 
through the bombsight 


B-29...? 


HEY were climbing out of a B-29 after a 
raid on Honshu. 


“How many tons went down on Yokohama?” 
someone asked the pilot. 


Tons, hell,” the bombardier broke in. “It’s not 
what we drop. It’s what we aim at and hit 
that counts!” 


That is the whole difference between success and 
failure on a bombing mission... 


It can well be the difference between profit 


at ae i BN ep 
as “ Z heap. 8 


ee ale 


and loss in your postwar selling job! 


If you have a product or a service for Ameri- 


can Industry—your targets are clearly defined 


under perfect visibility. 


They are management executives—key men 
in engineering, design, maintenance, produc- 


tion, distribution—in those specific industries 


for which your product is designed. 


Segregating these men — through their in- 


tense interest in reading what is new in their 
own fields—is the pin-point job that sound 


business and industrial publications have 


already done for you. 


They have done this in each of the fields, and 
in each of the industries in which your product 
can be used to advantage to cut costs, save 
time, speed output or multiply markets. 


You are “on target” when you concentrate 04 
the men who influence, specify, and place ia 
dustrial orders. You reach them most eco- 
nomically in the media they read for help ia 
doing their own work better. 


McGRAW-HILL 


PUBLISHING COMPANY :- INC. 


Headquarters for Industrial Information 


330 WEST 42ND STREET, NEV’ YORK (1¢), N. Y- 
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Editor on Pacific Assignment 


Stanley E. Cohen, Washington editor of ADVERTISING AGE, 
is currently on special assignment in the Pacific theater of 
His up-to-the-minute column, “This Week in 
\ ashington,” will be resumed upon his return. 


Divides Turco Account; 
Adds Moss Stores 


Turco Products, Inc., Los Ange- 
Jes, maker of industrial detergents, 
has placed its advertising and sales 
promotion of consumer package 
goods with Brisacher, Van Norden 
& Staff, Los Angeles. The com- 
pany’s industrial advertising will 
continue to be directed by Rior- 
dan & Messier, Los Angeles. 

Moss Stores, Inc., western retail 


glove chain, has appointed Brisa- 
cher’s San Francisco office, using 
national fashion magazines. 


Hair Groom to R&R 
Whitehall Pharmacal, Inc., New 
York, division of American Home 
Products, Inc., has appointed 
Ruthrauff & Ryan, Inc., New York, 
to handle advertising for Hair 
Groom. Product has been on the 
market since November, but ad- 
vertising plans have not been set. 


Packard Boosts 
Sales, Ad Men 
in Staff Shuttle 


Detroit, April 18.— Lyman W. 
Slack, general sales manager, has 
been appointed a _ vice-president 
of Packard Motor Car Company, 
in a reorganization of Packard’s 
executive staff. Other vice-presi- 
dents are H. J. Ferry, former sec- 
retary-treasurer, G. C. Reifel, 
vice-president of manufacturing, 
and E. C. Hoelzle, comptroller. 

At the same time an executive 
group was named to work directly 
with George T. Christopher, Pack- 
ard president. This includes Hugh 
W. Hitchcock, director of adver- 
tising and public relations, E. 
Patzkowsky, industrial relations 
manager, and R. <A. Stougaard, 


manager of field buildings and 
real estate. 

The new vice-president and 
general sales manager became as- 
sociated with Packard in 1934 as 
sales promotion manager for the 
“One-Twenty” car division. Two 
years later Mr. Slack was made 
assistant general sales manager in 
charge of the western half of the 
United States. He became acting 
general sales manager in August, 
1942, and was appointed general 
sales manager eleven months later. 

Mr. Hitchcock came to Packard 
in 1922. He was named assistant 
advertising manager in 1934 and 
— head of the department in 
1 ; 


Compton Ups Holbrook 
Robert W. Holbrook, vice-presi- 
dent of Compton Advertising, 
New York, has been appointed 
executive vice-president. 


/ Your Messages to Industry Are “On Target” 
In These 24 McGraw-Hill 
Business and Industrial Publications. 
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THE SHREVEPORT TIMES 
aa | 
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In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


‘The Branham Co 
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Brake Liners 
and Cops Begin 
Non-Skid Drive 


New York, April 18.—For the 
first time in its history, Brake 
Lining Manufacturers’ Association 
is sponsoring an advertising cam- 
paign. 

Full-page advertisements plug- 


THE BAKING INDUSTRY MAGAZINE 


Hakers Helpers 


FACT NO. 19 — 


Average number of ad- 
vertising pages per issue 
during 1944 was 59, ex- 
ceeding nearest publica- 
tion by 30 percent. This 
is final proof of real 
leadership in serving ad- 


vertisers. 
S$ “HELP ER CHICAGO 6, ILLINOIS 


BAKER 
270 Broadway, New York, 7, MY. 
PUBLISHED EVERY TWO WEEKS 


330-SOUTH: WELLS'ST © 


ging a “national brake check pro- 
gram,” are appearing in April and 
May issues of Brake Service, Job- 


ber Topics, Motor, Motor Age, 
and Motor Service. 
The advertisements, _ strictly 


service type, are tied in with the 
traffic safety program sponsored 
currently by the International As- 
sociation of Chiefs of Police. Copy 
gives details about the program, 
tells how dealers can participate, 
and urges them to join the plan. 

In addition to various types of 
dealer literature, the Brake Lining 
Manufacturers’ Association also 
will distribute 72,000 posters 
plugging the plan. 

Gray & Rogers, Philadelphia, is 
the agency. 


Texas Press Elects 


W. M. Trussell, News, San Saba, 
Tex., has been elected president 
of the South Texas Press Asso- 
ciation. Harry Hornby, Uvalde 
Leader-News, was elected assis- 
tant to the president; George Fall, 
Caldwell News, vice-president; 
Sam Fore Jr., Floresville Chron- 
icle-Journal, treasurer, and Howell 
Jones, San Antonio Chamber of 
Commerce, secretary. 


McKellar, Senate 
Head, No Pal fo 
Advertising Media 


Washington, April 19.—Senator 
McKellar, who will wield con- 
siderable influence in Congress 
through the inheritance of the 
Senate presidency from Mr. Tru- 
man, will probably be no “friend 
at court” for advertising or ad- 
vertising media. 

The Tennessee senator has often 
expressed himself as eager to 
wring more tax money out of the 
radio, publishing and advertising 
businesses. As head of the Sen- 
ate appropriations committee he 
has shown much reluctance to 
vote money to any but a few agen- 
cies, or for new projects. 


Urged Higher Mail Rates 


When Budget Director Gartland 
of the Post Office Department re- 


cently appeared before the ap- 
propriations committee to make 


his annual budgetary request, and 
to ask for higher parcel post rates, 
Mr. McKellar asked: 

“Could you get me the figures 
as to what the government pays 
newspapers of the country? I 
think they are more prosperous 
than they have ever been in their 
history, and I am just wondering 
why we should continue to pay 
these prosperous concerns sub- 
sidies for carrying their mail. 

“TI was wondering whether we 
ought to raise rates to the users 
of parcel post when we are giv- 
ing subsidies to many of the rich- 
est concerns of the country in the 
way of rates on newspapers. It is 
just a question of justice.” 


Wants Fees from Radio 


When FCC Chairman Porter 
came before him for an appropria- 
tion, Senator McKellar urged that 
the FCC take steps toward col- 
lecting fees for licenses to radio 
stations. The government, he 
said, should reimburse itself for 
“its gift of this marvelous adver- 
tising agency to the nation.” 

He said that radio was an enor- 
mously profitable business and 


that the government might well 
“require license fees or some 


In fact, it is hard to think of anything this rollicking soul has not sold, in his 
more than fourteen years before a WOWO mike. Happy Herb is a well-known 
figure among musicians and radio entertainers from coast to coast.. and to highly 
gratified sponsors too numerous to mention. 


Happy-go-lucky Herb Hayworth sings the novelty-tunes, jests with the emcee and an- 
nouncer, and occasionally unburdens himself of a bit of homespun philosophy. He is 
clever at parodies, and unusually effective lead-ins to commercials. 


On one offer, he pulled over 100,000 soap-wrappers, with dimes, for a pocket 
handkerchief. On another, he sold shirts to customers in more than 100 cities in the 
At present, with a “Rise and Shine’ routine, he sells shoe-polish at 
7:15 A.M. across the board. 


Herb, aided and abetted by the “Griffin Gang’’— four instrumentalists— is available for 
sponsorship on a noon or evening period. Ask NBC Spot Sales to break-out the figures, 
and an audition-record. 


WOWO area. 


WESTINGHOUSE RADIO STATIONS Inc 


KDKA °* 


WBZ - 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


WBZA + KEX * 


KYW - WOWO 


Advertising Age, Apri , 96 
other method of taxation tha 
would not only make it pay fg 
itself but would help us to pay 
the enormous debt that we are oh 
liged to pay.” 
It appeared to him, he said, that 
probably three-fourths of radig 
time “is devoted not to news ang 
educational proposals, but to ad. 
vertising.”’ 


RAPID RECONVERSION 
SEEN UNDER TRUMAN 


Washington, April 19.— Mem. 
bers of the Senate’s committee jn. 
vestigating the war program are 
strongly convinced that Presiden 
Truman, who formerly headed the 
committee, will act on recom 
version, surplus disposal and the 
like in close conformity with 
recommendations the committe 
has made. 

In its various reports, the coms 
mittee has outlined a doctrine coy. 
ering not only war production but 
also reconversion. It has consist 
ently taken the view that essen 
tial civilian needs must not i 
forgotten at any time. 


Supports Rapid Reconversion 


War surplus property, it bes 
lieves, should not be allowed 
overhang markets and must 
sold as soon as possible. It urge 
that reconversion not be held w 
by keeping men and material 
a backstop in case the Army and 
Navy need them. Plants and meq 
left idle by cancellations of war 
contracts should be put to work @ 
quickly as possible on consume 
goods production, the committe 
believes. 

Its members point out that @ 
President, Mr. Truman may & 
expected in his public statement 
to express himself more or less if 
generalities. It is not likely, they 
say, that he will speak on detailj 
of war production and_ recon 
version as he did when in thé 
Senate. Even so, the President 
former colleagues stand by the 
forecast that he will insist of 
rapid reconversion as called fof 
by the committee. 


Lt. Bissell Missing 

im Us 
USNR, head of the Los Angele 
office of Duncan A. Scott & Co, 
advertising representative, before 
entering service, has been reported 
missing by the Navy following 4@ 
routine flight off the coast of Flor 
ida March 19. 


To Michel-Cather 


Shook Bronze Corporation 
Lima, O., manufacturer of bored 
and finished bronze bars an@ 
bronze bushings, has appointed 
Michel-Cather, Inc., New York 
industrial sales promotion organk 
zation, to handle advertising am@ 
general sales promotion. 


Make Your Plans Now—to Get You 
Share of America’s Coming Expor! 
Boom 


TO COVER 


SOUTH AFRICA 


Advertise in 


the leading publications 


Phillip A. Bissell 


of 
ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 


48 publications . . . dailies, 
weeklies, industrial . . . Eng- 
lish, Afrikaans and dialect 
. sold as “a package” o 
individually. 
PHONE, WIRE OR WRITE 


American Represen tatives: 


S. S. KOPPE & CO., INC. 
630 Fifth Ave., New York 20, N. ’- 
Circle 6-1320 


Market data, rates (fully commission 
able) and specimen copies immediately 


available 
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TULSA WORLD 


AKE Spavinaw is one of Tulsa’s 


greatest achievements because 
this $10,000,000 dam and con- 


ey 


pmeres} duit system, completed in 1924, 


brings pure mountain water to Tulsa homes and 
industry from 60 miles away. Tulsans depend 
on it for water... just as they depend on 
Tulsa newspapers for ALL the news. As an 
abundance of pure water has been the prime 
factor in Tulsa’s magic growth so will your 
advertising in ‘The Oil Capital’ newspapers 
bring an abundance of sales for your product 
when you TELL them and SELL them through 
the pages of the newspapers THEY READ! 


O'ilL CAPITAL NEWSPAPERS 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 


TULSA TRIBUNE 


Lake Spavinaw, 
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26 
Heads KTUL Promotion 


George L. Ketcham, publicist | 


and feature writer for many years, 
has joined KTUL, Tulsa, Okla., 
as director of publicity, promotion 
and merchandising. 


Teague to West Coast 


Walter Dorwin Teague, indus- 
trial designer, has opened West 
Coast offices in the Title Guar- 
antee building, Los Angeles. 


Tyros No Longer 
Get the Gong as 
Bowes Bows Out 


New York, April 18.— Major 
|Edward Bowes will end a 23-year 
radio career when he retires from 
active participation in Chrysler 
Corporation’s radio show on April 
'26. His retirement from radio 
marks the end of nine years’ as- 
sociation with Chrysler as its star, 
but he will continue to be retained 
by the company as a special con- 
| sultant on radio. 
| Major Bowes, in poor health for 
the past five months, has been 
jabsent from the air during most 
of that time, his only appearance 
since Dec. 14 being on March 15. 
|His retirement ends one of the 
longest continuous’ careers in. 
radio. Since March, 1932, Major 
Bowes’ activities as a master of 
|ceremonies have made his name 
| SY nonymous with radio. For many 
/years he broadcast over the NBC 
network with the “Capitol Family 
7 the Air.” 
| In 1934, he assumed control of 


|}other people sell toothpaste.” 


“Amateur Hour,” then - gaan 
cast over WHN, New York. 
year later, under sponsorship ot 
Chase & Sanborn, the program | 
was heard over NBC. In 1936, 
| Chrysler began to sponsor the pro- 
| gram, 


‘Sold ’em Like Toothpaste’ 


Evidence of the show’s popu- 
larity is the reported weekly sal- 
ary of $25,000 paid to Bowes. At 
that time it was the highest paid 
act on the air, and one opinion of 
the Bowes selling technique was 
that “he sold Chrysler the way 


tte 


“Shower of Stars,’ which re- 
placed the ‘Amateur Hour” several 
months ago, remains on CBS 
Thursdays at 9 p. m., EWT, under 
Chrysler’s sponsorship for the 
present. Ruthrauff & Ryan, New 
York, is the agency. 


Joins Coast Agency 

Virginia Anne Fairfield, formerly 
a copywriter with Biow Company, 
has joined Pacific Coast Advertis- 
ing Company, San Francisco, in a 
similar capacity. She succeeds 
Jesse Cloud, now with the New 
York office of BBDO. 


CIO Union Opens 
Big N.Y. Drive 


on Salary Service 


New York, April 18.—One of 
the most intensive advertising 
campaigns ever undertaken by a 
union has been started by the 
United Office & Professional Work- 
ers of America, CIO. 

Opening with weekly small 
space insertions in all New York 
dailies, including the Wall Street 
Journal, and distribution of hun- 
dreds of thousands of leaflets in 
the Wall St. section, the campaign 
will greatly expand later this 
month through use of car cards 
and posters in subways and an ex- 
tensive series of one-minute spots 
over local stations. Leaflets will 
be distributed later in other dis- 
tricts. 

In addition, the union is com- 
pleting arrangements for sponsor- 
ship of “a well-known half-hour 
radio program which is said to 
reach a large section of New 
York’s working population and 


/employers.”’ 


To WHOM do you sell 


‘int the metal working industries ? 


PRODUCTION 
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GENERAL 
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VICE PRESIDENT 
IN CHARGE OF 


SOMETHING- 
OR-OTHER? 


Advertising Age, APT 

The campaign is chiefly Plug. 
ging the union’s newly establisheq 
salary information department, 
set up at the White Collar Ce -nter. 
which has the single purpose of 
advising both employers and em. 
ployes of methods approved py 
the National War Labor Board fo, 
increasing salaries of white collar 
workers. The campaign is directeg 
at employers, therefore, as well as 
employes. 
The ads, leaflets and spots em. 
phasize that the information jg 
made available free, without ob- 
ligation to anyone. Employes are 
not obliged to be or become mem- 
bers of the union, and employers 
are not obligated to sign any con. 
tracts with the union, it is said, 


Many Employers Respond 


The campaign is being under- 
taken, at least so far, officials say, 
solely as a non- partisan service to 
clear up extensive misunderstand- 
ing by both employers and em- 
ployes as to the NWLB’s proyj- 
sions for increasing salaries. Sey- 
eral hundred employers, includ- 
ing bank and insurance company 
officials, have already made use of 
the new service, the union re- 
ports. 

The union is also utilizing ex- 
tensive mailing lists of various 
types to reach employers. Church 
groups, trade associations, mem- 
bers of Congress and others are 
also being reached by mail. 
The campaign is being handled 
through the Moss & Arnold Com- 
pany. 


Hunt Changes Name, 
Moves Sales Office 


Hunt Brothers Packing Com- 
pany, Hayward, Cal., has changed 
its corporate name to Hunt Foods, 
Inc., and has moved its sales 
headquarters to Fullerton, Cal. 

A. T. MacMath, a veteran of 
many years’ experience in the 
wholesale grocery field, has joined 
Hunt Foods as general sales man- 
ager and Charles H. Hornburg Jr. 
has been named advertising direc- 
tor. Lloyd C. Hilsz, with Hunt 
for 16 years, becomes assistant 
sales manager. 


To Rapid Grip Post 

Kenneth W. F. Cooper has been 
appointed in charge of advertising 
and promotional material of Rapid 
Grip & Batten Ltd., at the com- 
pany’s Toronto office. 


If you sell 
BRE A D 


You Need WIBW 


In Kansas, and parts of si 
adjoining states, WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their en- 
thusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let ¥ 
prove it to you by RESULTS. 
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"Se toice ff Momdas’ 


Topeka... Kansas 
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| a big army staff car over all sorts of roads is no cinch for a woman. | 


But it’s part of the new, broader experience that one typical 


pall SHE MEETS Companion reader* is getting these days. 
T H r Pp LA ag . © To help her and thousands like her, the Companion has been living up to 


its name. Going out with Companion readers who have taken over 


men’s jobs... analyzing national and personal problems for them 
= . . . making the most of their expanding interests. And 
through its practical service pages, going home with 

them to advise on food, fashions, children. 


In this way the Companion is being edited to 


of a woman than ever! 


the woman in her dual capacity as home-maker and citizen. That’s why you'll 


find in the April issue provocative features such as “My Thirty Months in a 


Jap Camp” by an Army nurse, “We Plan Homes for G. I. Joe,” and the article by 

Mrs. Glenn Frank urging that college sororities be abolished. 

Yes, today’s woman is on the march . . . and here’s the magazine that keeps step with her. 
Remember that, when peace gives her control of 80% of an estimated national retail budget nearly 


twice as big as in the best pre-war days, She'll be more of a woman—and moref a market—than ever! 


Driving for American Women’s Voluntary Services is just one of the hundreds of jobs 
r . 
“rded in our files which Companion readers are doing to support the war effort. 


THE CROWELL-COLLIER PUBLISHING COMPANY 
PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN 4AGAZINE 
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Texas, Missouri 


Expected to Pass 
Fair Trade Bills 


New York, April 19.—Passage 
of “fair trade” bills, now before 
the legislatures of Texas and Mis- 
souri, would leave Vermont the 
only state where trademarked 
products are not protected by re- 
sale price maintenance laws, John 


ALL BY ITSELF.. 


THE LIMA NEWS 
75 mites trom any 


other metropolitan city in 
NORTHWESTERN 


OHIO 


|W. Anderson, president of the 
American Fair Trade Council, re- 
cently told New York members 
of that group. 


Mr. Anderson, who is president | 


of the Anderson Company, Gary, 
Ind., emphasized that all efforts 
to repeal or weaken state fair 
trade laws had failed. While the 
courts have punished certain man- 
ufacturers for trying to use these 


statutes as a cloak for illegal prac- | 


tices in restraint of trade, he said, 
the validity of the principles on 
| which the laws are based is un- 
impaired. 

“Since the Miller-Tydings fed- 
eral enabling act exempting in- 
|terstate resale price contracts 
from the restrictions of the anti- 
trust law took effect, shortly be- 
fore the outbreak of the war,’ he 
explained, “American business has 
not had sufficient opportunity to 
appreciate the value of the fair 
trade system. I am certain, how- 
ever, that when we return to nor- 
mal conditions these laws will 
prove a bulwark to industry. In 
the confusion of the early post- 
war period they will be especially 
beneficial . . . to national brand 
advertisers.” 


added, also 


tition of re-sellers. Such quality 


percentage of forced cut in the 
cost of production.” 


OPA RULE WON'T HIT 
1942 FAIR PRICES 


| 


cil were assured recently that a 
|recently - announced OPA price 
/rule in no way interferes with 
|}manufacturers of apparel and 
| house furnishings who were “fair 
trading” their merchandise in 
| 1942. 

Reviewing Section 13 of OPA’s 
maximum price regulation No. 
580, I. W. Digges, general counsel 


out that it stipulates how manu- 
for the resale of branded articles, 


and in effect limits such applica- 
tions to manufacturers who stand- 


ardized resale prices for these | 
items during or before March, | Grey Advertising Agency, New 
| York, as account executive. 


1942. 


“protect the public | “circumscribe” his resale price ac- | 
from quality deterioration forced | tivities, Mr. Digges reminded him | 


by unrestrained cut-price compe-| that the fair trade laws relate to | 


|}minimum prices at which fair- 


deterioration always exceeds the | traded products may be resold, and | 


and that “the OPA cannot inter- 
| fere in any way with the manu- 


facturer who enforces the March, | 


1942, minimum resale prices.” 
| MPR 580, he added, relates to 


the fixing of maximum prices at | 
New York, April 19.—Members| which fair-traded products may | 
'of the American Fair Trade Coun-/| be resold, establishing a procedure | 


‘for manufacturers “who want to 
hold prices down rather than 
those who want to hold prices 
up ” 


OPA can have no interest what- 
soever in any fair-trade contract, 
except to prohibit a retailer or 


facturers may apply for ceilings | 


distributor from selling above his 


| March, 1942, ceiling.” 
of the fair trade group, pointed | sutbieiiaiitaaaanais 


Ned Doyle Joins Grey 


Capt. Ned Doyle, recently re- 
turned from two years’ duty in 
the Pacific with the Air Combat 
Intelligence, USMC, has joined 


He 


Replying to a member who ex-|was formerly advertising manager 
Fair trade laws, Mr. Anderson| pressed fear that the order would|of Look. 


in BLACK AND WHITE 


Seven digits and a couple of commas. That’s the 


size of the increased 


moneys recently voted by 


the Mutual directorate, to be invested during the 


balance of 1945 as a clear green light for well- 


studied efforts to make this a more serviceable 


network for listeners, 


for stations, for advertisers, 


and for artists. 


Since late in 1944, 


Mutual has been subjected 


to a more critical appraisal — from within — than 


any outside observer could conceive. We prepared 


detailed blue-prints for improvement and present- 


ed them to the experienced owners of this network. 


Today we can report to you their enthusiastic 


endorsement of our plans, confirmed in black and 


white to the resounding tune of a seven-digit 


increase. That adds a lot to any annual budget, 


but that’s what it takes to put our plans to work. 


Our blue-prints call for marked advances in 


stations, in engineering, and in sales—with service 


underscored throughout. But most of these special 


dollars are earmarked for program improvements. 


We are determined to discover, create, and develop 


program fare that will win greater preference, 


around the entire radio clock, for the Mutual point 


on the dial. We are determined to build a staff 


equipped to originate standout entertainment, to 


foster the work of outside producers, and, by both 


means, to achieve a store of program material 


designed for any advertiser’s need and budget. 


These are truly large orders. None knows their 


scope better than we who 


drafted them. But the 


seven digits are already at work, as black-and- 


white evidence of our honest intent to fill these 


orders. We think you'll find Mutual more inter- 


esting to watch—and listen to—than ever before. 


HE MUTUAL | 


BROADCASTING SYSTEM 


“In brief,” he concluded, “the | 


aveTtising Age, A 


| 
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| 
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OLD PROBLEM—The first of a series 

based on nursery rhymes is this six. 

column newspaper ad prepared for the 

Cleveland Electric Illuminating Co. by 

the Cleveland office of D'Arcy Adver. 

tising Co. Fred Mizen did the illys. 
tration. 


‘F’ Ford Dealers 
Added by Maxon 


Detroit, April 19.—Maxon, Inc. 
this week announced that it has 
been selected to handle all news- 
paper, radio and outdoor advertis- 
ing for Ford dealers of the “Ff” 
sales region, comprising nine 
southern and southwestern states, 

The “F” region includes al] 
dealerships operating out of the 
Dallas, Houston, Kansas City, 
| OES, Oklahoma City and 
New Orleans factory branches, 
| Maxon will handle the account 
with a new office to be opened in 
| Dallas and with its New Orleans 
office, recently opened under the 
direction of Walker Saussy. 

Maxon already has Ford dealer 
accounts for the “A” and “D” 
regions, covering 14 midwestern 
states, and addition of the “F” 
area, as well as the likely addi- 
tion of other areas, indicates that 
Maxon probably will get more 
Ford billing in the postwar years 
than it did when it was handling 
part of the parent Ford account. 


Form Recorder Firm 


| Armour Research Foundation 
/and the Illinois Institute of Tech- 
nology have announced formation 
,of the Wire Recorder Development 
| Corporation to handle commercial 
| development of the magnetic wire 
/recorder invented by Marvin 
Camras, Armour staff physicist. 
The corporation is headed by Lu- 
cius Crowell, a former vice-presi- 
dent of Blackett - Sample - Hum- 
mert, and will handle licensing of 
companies to manufacture the re- 
corder. 


Tampa and St. Petersburg, separated 
only by Tampa Bay and connected by 
free Gandy Bridge, are one metropo'r 
tan market with buying income 
nearly a quarter billion dollars on" 
nually. Forty percent of this market 's 
St. Petersburg. 


To cover St. Petersburg, advertise i 
St. Petersburg newspapers. No outside 
newspaper has as much as 400 aver 
age circulation here. 


ST. PETERSBURG, FLORIDA 
TIMES (M & S$) and 
INDEPENDENT (E) 

Simpson Co., Inc. 


Jacksonvill® 


Theis & 


In Florida by V. J. Obenour, Jt, 
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— | Kratt Expan sion Wea wars 70 years following) AMR Chemical Buys Kem Joins Tyson Bearing Hill to Fred Eldean 
: Kraft’s advertisin rogra AMR Chemical Company, en Taylor has resigned as pro- Norman Hill, recently in the 
to Meet Postwar (AA, March 12) wil a pA Brooklyn, maker of chemicais,|8ram director of WHBC, Canton,| office of the Michigan War 
: up meanwhile on industrial prod-|@rugs and cosmetics, has taken O., to join Tyson Bearing Corpo-| Finance Committee, has been 
Dairy Surplus ucts, and increasing emphasis will | Ver production of Kem, liquid| ration, Massillon, O., as assistant|named account executive of the 
be placed on the company’s pub- plant food formerly distributed by advertising manager. Fred Eldean Organization, Detroit 
Chicago, April 18.— Enlarged |lic relations campaign in the prin- | the Kem-ical Corporation, New Se RE public relations counsel. 
control laboratories here, staffed | cipal milk producing areas, Agen-| York. A campaign in business pa-| S$peedling Appointed a 
by the pick of the company’s re-|cies for Kraft are J. Walter| pers and newspapers will be used Ray W. Speedling, formerly as- Wood to BBDO 
search technicians, will be the an-|Thompson and Needham, Louis &| later this year, with John H.|cictant divisi } Willi 
Kraft Ch C ill Brorby Chi ’ Owen, Inc., New York, in charge.| = division manager of the William H. Wood, former cap- 
swer a a _— ompany wi rorby, icago. ’ ” ’ ‘| liquor division, Canada Dry Ginger| tain in the infantry, and previ- 
have for the threat of a postwar ‘ sine Ale, Inc., has been elected execu-| ously production manager for the 
milk surplus, John H. Kraft, presi- : Canadian Dailies Elect tive vice-president and sales man-| Jim Duffy Company, Chicago, has 
dent, said last week. Stubbs Joins Ayer R. M. Cantlon, general manager | 28¢" Of Rolandelli Company, San| joined Batten, Barton, Durstine & 
“Instead of fearing a postwar cB Qiks tem nietlof the Star-Phoente, Saskatoon Francisco, domestic and imported | Osborn, Los Angeles, as a produc- 
milk surplus,” Mr. Kraft said, : a , er copy cnie , .. | liquors. tion manager 
" “he dairy industry should use in- | °f _Geare-Marston, Inc., Philadel- | Sask., has been elected president . 
. creased supplies to provide more phia, has joined the copy depart- | of the Canadian Daily Newspapers’ 
gs and etter nutrition for ae nn ee ee ction pany: Mcatresie | EER : 
; . ” j ’ ’ ’ = - es — = 
ie i erous orl hag formerly of Needham, Louis &j|1st vice-president, and George CH PROPERTY ADMINISTRATION 
the I try’s largest single peacetime busi- Brorby, Chicago, who will pro- McCullagh and W. J. J. Butler, Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
by ness could be leaders in provid-|Guce the “Hires Icebox Follies,” | of the Toronto Globe & Mail, were to the Design, Construction, Maintenance and Furnishing of 
a ing more jobs after the war, and Blue program sponsored by/named 2nd vice-president and Catholic churches, schools‘ and institutional buildings. 
‘wy told directors at their annual Charles E. Hires Company. treasurer, respectively. 
meeting: “The industry will face 
- no great problems of plant con- 
versions and will swing into civil- 
ian production immediately with 
rapid introduction of new, im- 
proved products.” 
The enlarged Chicago laboratory 
ne will be quartered in the company’s es 
hae | main building at 500 Peshtigo Ct., tag od * 
ve. | {fom which will be cleared all re- : ag oe F 
tis- search data of the Kraft field te 
“F ee. ree = opera- e ? ee ? 
tion wi . J. Riddle, vice- ‘ w : 
UE SS re Be wait tor tomorrow s television ? 
‘a cheese, Dr. L. K. Riggs, research gih ae te 
the director, and Roger Cross and of 7 ee r 
ity Harry Wilson, control experts. 
and Sees Big Cheese Market rm 
hes. Also included in the company’s 
— plans is a new cheddar cheese 
on. | plant near Chicago, where milk 
‘/ purchased in the Chicago milk 
© F shed will be used for experimental 
\ production of various foreign type 
o eneeses. Mr. Kraft also disclosed 
' that the company plans to market 
- in greater volume after the war 
idi such products as powdered whole 
that milk, ice cream mix, caramels, 
al | salad dressings and whey prod- 
lore F ucts. He predicted a renewal of 
tine the trend which raised the volume 
_? of cheese consumption more than 
wpyt the 1 
tion Le p MARKE 
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‘+. and What a Market! 
“BUYING INCOME” 
“RETAIL SALES” 

UP OVER 


et 


Buying Income 


*1943—$138,544,000 


Television’s advantages are available now! 


Swell as they are, television programs today can’t 


yet equal the edge movies have in top entertainment 


value — or the people’s money’s worth! 


For these interest-packed one minute films, through 


sight and sound, deliver all the message and reach all 


the audience. 


When you put across your sales suggestions in 


modern movie theaters, you cover to capacity a selec- 


tive audience—not the limited few practical television 


presently commands. Remember, also, you are dram- 


features of present-day television practicably inte- 


grated to serve your needs right now. 


The burden of producing these films is taken off 


your hands. Motion Picture Advertising Service and 
United Film Service handle all the production prob- 


lems, including servicing and billing. 


Tomorrow’s television is here today in Motion 


Picture Advertising. Act now. 


Check these offices. Pick the one nearest you — and 


a service representative will gladly call to give you 


atizing your product in use to people in an area you full details. 
ted 1944 143,425,000 nih inl aa iy 3 ull details 
by Pr saeite wish to dominate. And this vast, seated audi- 
: e arges et i , . 
” Massachusetts aie ge - ence is comfortably relaxed in a mood ready ee 
on- A eempaptes ae o's | to absorb the full scale of your sales story. That United Film Motion Picture Advertising 
—Drug an enera ‘ , : 
si Mdse. ) | kind of promotion pays-off! Service, Inc. Service Co. Inc. 
Retail Sales : . a] 2449 Charlotte St., 1032 Carondelet St., New Orleans, La. 
A. & 1943 60,008,000 Minute films have we rep ele = 1 Kansas City, Mo. 141 Walton St., Atlanta, Ga. 
ver- : 1944-_65,058,000 drama and wonder that stir hearts to action. 333 N. Michigan Ave., y 82 Madison Ave., Memphis, Tenn. 
: » mat , » _ Chicago, Ill. 
iy, Coverage in City Zone They employ the printed word and the spoken 70 East 45th St., New York, N. Y. 


418 Watts Bidg., Birmingham, Ala. 
923 15th St., N.W., Washington, D. C. 
3 Langdon Square, Cambridge, Mass. 
2339 Bryn Mawr Ave., Philadelphia, Pa. 2 " 


4736 17th Ave., So., 
Minneopolis, Minn. 


word, plus the motion and music that make the 


"% Coverage in Trading Zone 


. 
Figures from Sales Management 


sale. In short, these films have all the combined 


11 Mclean Avenue, 
Detroit, Mich. 


4 7 3 


ten by Gilman, Nicoll £ Ruthman 


iy i 
le 
saa 
sel 
Ie 
_ 
- 
~ 
INES, ee 
= US aces _ —_e 2 “ia 
1 I acsZS gees 
~| EANG232Z ee 3 
.| Ass _ 
(SE pons | Ry — 
| = ee ee 
a rer 
a. eee 
} ae ee yz 
, Million Dollars! 3 | 
> — eee ee ‘ta 
_ Bae 
ee a Se 
| a 
Stanaar gas 4 


30 
Emerson Low Named | 


Emerson Low, for the past six | 
years with Gotham Advertising | 


Company, New York, has joined 


SOSA 


a Ee Zap 


oy 7?p y of ee Oo” E Lao / 
arnlonnts Gp 


SF 


the foreign department of Mc- - How Business and Industry Are Preparing for a Peacetime World 2 


Cann-Erickson, New York, as an 
account executive. 


Golnick Moves Office | 


Leon S. Golnick & Associates, | 
Baltimore, has moved offices to 
211-213 E. Redwood St. 


SELLING NEW HAVEN'S | 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


ke THE xe & || 
NEW HAVEN, CONN. 


| 
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Williams Takes Look 
at Postwar Aviation 

The outlook for the aircraft in- 
dustry was summed up in part 
by G. M. Williams, 
president, 
ration, at opening sessions of the 


Chicago Forum on Aviation, April | 


10. Excerpts from his talk in- 
clude: 

What to Expect: “Put it down 
in your little black book right 
now that by far the majority of 
your postwar travel, at least for 
several years, will be in airplanes 
little larger than those in regular 
airline service today. There is no 


place 


senior vice- | 
Curtiss-Wright Corpo- | 


a passenger plane about the size 


|of the present DC-3 airliner for! 
third | 


|trunk line operations; a 
| class for 36-60 passengers which 


will carry the bulk of airline busi- | 


ness; a fourth class of relatively 
few transports capable of carrying 
100 or more passengers in trans- 
oceanic or transcontinental flights. 

“I believe you will also see 


| 


eration shortly after the war, car- 


'rying high priority shipments of | 


| merchandise, first class mail, fresh 
| fruits and vegetables, etc.” 
| A few of the changes he pre- 
|dicts are: 

Planes that will ‘see through” 


| purely cargo planes in regular op-| 


increasing maneuverability, 
“Vee Tab’ distribution 


and 
and the 


to trim planes and shorten ground 


|time spent in loading. 
| Mr. Williams declared the heli- 


copter is “not the average man’s 
airplane and is a long way from 
fitting your commuting needs.” 
He said problems of control, of 
high tip speeds on the rotors, small 
usable loads carried and cost of 
maintenance will keep it “in the 
luxury range for the immediate 
postwar years, if not still in the 
_experimental stage.” 


Saturation Point Distant 


The industry, he said, dares not 
assume that the momentum of its 
war effort can carry it into vast 
| new production peaks, but he 
| pointed out that experts in the au- 
'tomobile industry in 1910  pre- 
| dicted that the eventual saturation 


in the foreseeable future | fog and overcome other obstacles! point of auto sales would be 7,- 


for vast fleets of super-super- | of visibility through the use of | 500,000 units. In 1940 there were 


transports making domestic stops 
with their huge cargoes of upward 
of 200 passengers. 


“There will be a demand for 
these four types of transport 
equipment: A small 10-15 pas- 


radar; automatic synchronization 
by electrically controlled propel- 
‘lers to eliminate “beat” 


| almost 35,000,000 cars. “The sound 
| business men in 1910 were wrong 


on ear/in their estimates by at least sev- 


drums and make for quieter|eral hundred and perhaps a thou- 


flights; reverse pitch 
| blades to provide aerodynamic 


propeller sand per cent. We can have a cer- | 


|tain amount of faith that the 


JOURNAL-COURIER | 


senger plane for the feeder lines; 


braking, reducing landing speeds|sound estimates on the airplane | 


METZL 


WHAT will baby look like ? 


The M.D. had diplomas from the best 
medical schools, the ultra in diagnostic 
devices, could answer more questions than 
the experts on Information Please, and 
usually came up with the right reply. But 
when the lady with embonpoint said, “Yes, 
doc, but what will my baby look like?” 
—about all he could stutter was **Ga-g-go 
ask the stork”... 

Nine years ago, the advertiser in color- 
gravure faced a dilemma just as dark. He 
could hire a photographer who captured the 
soul of the Washing Powder or Baking 
Soda... get an original print which was a 
potential grand prix winner . . . set the type 
at a swank typographer. But what his final 
color advertisement would look like— 
nobody knew until it appeared in print. 


To take the mystery out of magazine 
and newspaper colorgravure reproductions 
. .. and permit an advertiser or publisher to 
have a preview of his ad or editorial page... 
Intaglio Service developed the first practical 
means of supplying complete progressive 
proofs . . . in yellow, red, blue, and black or 
brown, and the combination of all colors... 


enabled the coloroto advertiser . . . like the 
user of letterpress or offset... to see proofs 
before the advertisement ran, 

Pioneering in a new field, Intaglio set the 
pace and the standard . .. has done much to 
facilitate and improve techniques and final 
reproductions in monoroto and coloroto... 
was first to give the advertising agency or the 
publisher a series of prints... to make film 
positives . . . to handle gravure copy in 
pieces instead of the more expeasive single 
unit... to supply proofs in monogravure... 
to give multiple positives . . . and to prove 
in colorgravure! 


Wirn over nine years of experience, 
enterprise, and leadership ...a staff of more 
than a hundred craftsmen trained to highest 
precision workmanship... the most modern 
physical equipment and ideas... and full 
facilities for photos, etching, and proofing 
in Chicago as well as New York... Intaglio 
serves the advertiser and the publisher of 
magazines in gravure . . . with the finest color 
separations . . . the best progressives—saves 
time, temper and cost. For the finest in 
gravure .. . either monoroto or color... 
consult Intaglio! 


INTAGLIO SERVICE Corp. 


e Gravure Service Specialists 


New York: 305 East 46th Street 
CuicaGo: 731 Plymouth Court 
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|industry at the present time may 
| be in the same category.” 
of weight control to allow pilots | 
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Launching its 22nd annual pro. 
/motional development of the Sy. 
|perior and Chippewa Nationa] 
Forests and a major portion of 
Minnesota’s famed 11,600 lakes 
‘the Minnesota Arrowhead Asso. 
ciation is building permanent ex. 
hibits to be used in outdoor shows 
throughout the Midwest as one of 
\its eight major postwar points of 
action. 

Others include: 

/ (1) Greater stocking of lakes 
‘and streams with game fish. 

(2) Further participation jp 
road development. 

(3) Recording in color angq 
sound film the area’s recreational]. 
tourist attractions, as well as its 
industrial and agricultural char. 
acteristics. 

(4) Attraction to the region of 
representatives of leading national 
publications to give them first. 
|hand knowledge of the Minnesota 
| Arrowhead country. 

(5) Expanded participation in 
outdoor shows to. bring the 
| message of the area to the 40,000, 
000 potential visitors. 

(6) Publication and _  distriby- 
‘tion of literature describing the 
' Arrowhead. 
| (7) Intense study of facilities 
for tourists to fulfill the needs of 
|an expected resurgence of vata- 
tion travelers following the war, 

The association is comprised of 
|35 member community organiza- 
| Some 


* @ & 

New and increased uses of rub- 
ber are outlined in the latest pam- 
|phlet issued by The Goodyear 
Tire & Rubber Company—‘Notes 
on America’s Rubber Industry 
| No. 2”—prepared by P. W. Litch- 
| field, chairman of the board. 
| Declaring the horizon of rub- 
'ber’s usefulness keeps _ steadily 
receding, the report states that the 
|pressure of war has created a 
| paradoxical situation — by both 
|retarding and_ accelerating the 
progress of rubber toward its ulti- 
|mate fullest usefulness. 
| “On the one hand,” it is said, 
“the necessity—and the miracle— 
that created our great synthetic 
rubber industry, and the chal- 
|/lenge to ingenuity represented by 
'the enforced use, in large meas- 
jure, of this comparatively unfa- 
|/miliar material have resulted in 
|many discoveries, developments 
‘and improvements that undoubt- 
‘edly would still lie far in the fu- 
‘ture had not: these extraordinary 
|circumstances arisen.” 
| The superiority of synthetic t 
/natural rubber has been proven 
in its use for industrial hose, it is 
said, as well as for products which 
|are exposed to the action of such 
| liquids as gasoline, oils and acids 
| Synthetic rubber exceeds natural 


‘also, in its ability to withstane 


PRINTING 


AITHORN service is 
 xebinta art 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan 
tage in having your typography 
done where you can get engra” 
ings and press proofs in ay 
quantity. Phone Whitehall 2300- 


ae 


| Faithorn Corporation 
400 N. Rush St., Chicago !!, MMlinois 


A Complete Day and Night Service for 
Advertisers and Advertising Ageao® 
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Mare rrising Age, Apri , 1Y4o 
extreme cold without stiffening, 
making it especially valuable for 
flexible fittings of high altitude 
airplanes. 

War disrupted, however, the ad- 
yancement of foamed latex, such 
as Goodyear’s Airfoam, for seat 
gushions in vehicles, mattresses 
and furniture upholstery. 


Many New Items Coming 


Another development retarded 
py war is that of moisture and 
gir-proof rubber film, like that 
manufactured by Goodyear under 
the name of Pliofilm, which allows 
packaging of even perishable 
goods to protective and preserva- 
tive degrees never before thought 


possible. 
Replacement of steel automo- 
pile springs by rubber spring 


suspensions is said to be yet an- 


other innovation which will widen | 


the future of rubber’s applicabil- 
ity. 
Increased use of rubber for es- 


tablished purposes will be re- 
fected principally, the _ report) 
stated, in the increased demand 


for tires and tubes, the manufac- | 
ture of which, in normal times, | 
requires about 70% of all the | 
rubber used in this country. 


Make your next ad 
more effective, with | 


these 8 quick, penetrative 


lessons by RESOP GLIM. 


Here's a priceless, pro- 
fessional manual written 
y a top flight advertis- 
ing man—bringing you 


Aesop Glim’s own pro 
ductive copy technique | 
developed, tested, and proved in writing mil- 


lions of dollars worth of advertising—shown 
in a progressive course that actually teaches 
you a step-by-step procedure for making your 
ads better! 


Just Published 


HOW ADVERTISING 
IS WRITTEN | 
—AND WHY 


By AESOP GLIM | 
150 pages, 5’2 x 8, only $1.75 | 


This book brings you the best of Aesop 
Glim’s copy-clinic lessons and advertising 
ectures, edited and augmented, and fash 
ned into a concise, stimulating course in 
advertising writing. It makes definite and 
sable the facts of human nature, the ob- | 
ectives of the advertisement, and the in- 
tangibles of writing and displaying your mes 
sage. It shows how the copy writer may 
apply these tools. You can use it to start at 
mee, in developing speed and assurance in | 
your work—-in making the creative, selling | 
tlements of your very next ad more effective. | 


Tells you what to know. what to say. | 
and how to say it 


how to make a copy policy, that charts , 
what your ad will do and how it will do it 
what facts you need to write a piece of 
copy and where to get them 

the job of the headline, and how to write 
and display it 

how to build your copy story, with many 
valuable pointers on the essential steps, 
choice of words, constructions, “tone of 
voice,” language levels, etc., that will get 
your copy seen, read, and believed. 
Advertising Leaders say: “Aesop Glim is 
a€ professional advertising man’s respected 
buide, He knows advertising inside and 
wut, 
lf you want a real textbook on moder 
“Wertising principles and methods, I refer 
“to the writings of Aesop Glim,” 
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Heads Fizdale, Inc. 


Win Nathanson, former execu- 
tive vice-president of Tom Fiz- 
dale, Inc., has been elected presi- 
dent of the organization. Mr. Fiz- 
dale has resigned to become gen- 
eral manager of Selznick & 
Saphier, Hollywood talent agency. 


Joins Ralph Jones 


Maj. Bert R. Greene, recently 
released following three years’ 
service with the Army air force, 
has joined the Cincinnati office of 
Ralph H. Jones Company, as ac- 


count executive. Before entering | 
the Army air force, he was with 
Johns-Manville Corporation as a 
consumer sales specialist in the 
New York area. 


L.A. Times’ Resumes Roto 

The Los Angeles Times will re- 
sume a Sunday rotogravure sec- 
tion using magazine format on 
May 6. Advertising space in the 
section sold through Metropolitan 
Group, New York, may be in- 
cluded as one of the papers in 
Metropolitan’s minimum require- 


ment of a 10-city package. 


Cory Coffee Moves 


Cory Glass Coffee Brewer 
Company, Chicago, has moved its 
manufacturing facilities to an 
eight story building at 2100 S. 
Marshall Blvd. Executive and 
sales offices remain at 221 N. La- 
Salle St. 


Edits Drug Paper 

Richard T. Turner, with the In- 
ter-American Development Com- 
mission, an affiliate of the Office 
of Inter-American Affairs, has 
been named editor of El Farma- 
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ceutico, New York. He recently 
conducted a survey of the phar- 
maceutical situation in fifteen 
Latin American countries. Dr. 
John N. McDonnell will continue 
as technical editor. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S. A. 
The Werld’s Largest Menufecturers of 
All Types of Signs 


nec S er err 


NATIONAL CARBON CO. 


has 


ha 


used POULTRY TRIBUNE for 


On Poultry Farms day in, day out, year in, year out, 


/ ° “es ” . 
ee ee eye a things are always “on the move.” The perishable 


Dollar Hole” in your Farm Magazine Schedule. 
1943 gross farm income from Poultry and 
Eggs was $2,867,000,000. (Source U.S.D.A.) 


character of Poultry Products means more frequent 
trips to market. That's why Poultry Tribune, Amer- 
ica’s Leading Poultry Farm Magazine, enjoys a 


place on the basic list of so many national adver- 


tisers.... Here is higher than average consumption 
of gas, oil, anti-freeze, batteries, tires, cars, trucks, 
etc. Here, too, is higher than average constant cash 
income. It’s a natural combination for increasing 
sales at lower cost.... Poultry Tribune offers you 
penetrating coverage of this most responsive 


section of the Farm Market. 


Your FARM Magazine List is Not Complete Without 


Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
HOME OFFICE: Mount Morris, tt. 
Representatives —New York: Billingslea and Ticke — Chicago: Peck cnd Gillingslea 
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E. R. NODERER ROBERT CROMIE JOHN THOMPSON ARTHUR VEYSEY CLAY GOWRAN WILLI. 
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THIS CRACK STAFF OF WAR CORRESPONDENTS GIVESRESH 
OF THE COMMUNITY POINT OF VIEW WHICH KEEPS THEHICA 
OUT IN FRONT AS THE VOICE OF THE GREAT MIDLE V 
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TOM MORROW HENRY WALES JAMES SLOAN GARY SHEAHAN 
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ON a ee ge ey 


TRIBUNE WAR REPORTING. 
{Dowagiac [Mich.] Daily News.]} 


We do not know of a more pleasant experience 
than to pick up THE CHICAGO TRIBUNE and read 
one’s son's name in a story from the war front. THE 
TRIBUNE has done a great bit of newspaper work 
in localizing the war by putting special reporters 
on the job of keeping track of the men from its 
territory. It prints hundreds of names every day 
and we know from our personal experience just 
how the parents feel when they see the name of a 
son in the paper. Having been a newspaper man 
nearly half a century, we sort of take those things 
for granted, but we get the same pleasurable re- 
action as do the others. 
_——————————————————_______} 


| a h 1 | ge r Ti HEN American troops swarmed ashore at Okinawa, two Chicago Tribune 


war reporters were there to cover the landing. In addition, they had the 


WILLIAM STRAND HAROLD SMITH 


assignment to locate and tell about Chicago and midwest men engaged in the action.| 
And as the Yanks penetrate deeper into the hearts of Germany and Italy 


” 7 SH EV] D & NCE they are accompanied by a corps of Chicago Tribune reporters who, while telling 


the running story of the skirmishes, battles and campaigns, look up the men for! 

7 / C A G 0 TR 18 U N FE news of whom families back home hunger. 

Through all the major campaigns in the Pacific, in Africa and in Europe the EE 

Chicago Tribune has sent along with the fighters its own independent news gatherers | 

D lé WES T —more than are accredited to any two other Chicago newspapers combined. Their 

cheery inquiry, ‘““Anybody here from Chicago?’’ has greeted soldiers, sailors and 
marines in foxholes, on board ship, in every theater of war. 

Their dispatches from the front have told the facts of the over-all action and 

the progress of the war in forthright manner and from the American viewpoint. 

And their recital of the names and experiences of men from Chicago and the mid- 


west have supplied the personalized reporting that readers want. 


Readers make plain that there is no substitute for eye-witness accounts by 
seasoned reporters who know what they are writing about. They appreciate the 
editorial enterprise that gives them sharp focus accounts of husbands, sons, fathers 
and brothers—first-hand reports keyed to their individual interests. 

Their response, typified by the editorial quoted above, is one of the reasons 
why the Tribune, every day of the week, has hundreds of thousands more total 
circulation than other Chicago newspapers—and why the Tribune, more than 


ever, is the voice of the midwest. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


THE WORLD’S MOST DISTINGUISHED FOREIGN 
NEWS SERVICE—EVERY DAY OF THE WEEK 


FRANK STURDY LARRY RUE MARCH AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 955,000—-SUNDAY, OVER 1,300,000 
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Plaque Draws Comment 


To the Editor: Just a line to 
thank you for the nice display 
given to my “To Our Employes” 
plaque. 

I now know the pulling power 
of ADVERTISING AGE, as I have re- 
ceived a great number of letters 
complimenting me on the sign as 
reproduced in your publication. 

HARVEY FROHLICHSTEIN, 

Angelica Jacket Company, St. 

Louis, Mo. 


, 3.9 


Haase Refuses Credit 


To the Editor: 
issue of ADVERTISING AGE on Page 
40 contains the following state- 
ment: 

“Albert E. Haase of the Insti- 
tute of Public Relations, New 
York, was largely responsible for 
putting together the report of Na- 


This department is a reader’s forum. Letters are welcome. 


The April 9) 


tional Publishers Association (AA, 


eee et — 


ST PETTY eee f PO tte Spee date ” 3 o 
7a - oO ‘ _ 
Sa mes | y 
A Z o, Yh. ay am 
AdAverMser”: 
3 fra wad et Fee Was a i: f -. 


a NO AMERY Oe Mist Ob DOS ne 


March 12) on ‘Grade Labeling|to allow budgets for advertising 

and the Consumer’.” ‘in foreign markets in a similar 
This statement is untrue. I|manner to their present practice 

had nothing whatsoever to do with in the domestic market. 

“Grade Labeling and the Con-| I can vouch for this as a neces- 

sumer” as issued by the associa-|sity in Middle East countries. I 

tion. I did not see the publica-| was amazed at the loose manner 


tion until it was off the press. |in which everything here had been 


individuals who were really re-| During a six-month period as ad- 
'sponsible for this splendid job, I| vertising manager for a service 
feel that you should make a cor- | newspaper in Cairo, I rarely en- 
rection of the statement. |ecountered an executive with a 
A. E. HAASE, ‘sound knowledge of advertising, 
Institute of Public Relations, nor did I note a full-service ad- 
New York. vertising agency. 

Local advertising in general was 


sis ra monopolized by metropolitan 

dailies which maintained art and 

‘Urges Ad Budgets |copy staffs to prepare advertising 
for Foreign Markets ‘for current issues. 


To the Editor: I have read with| On the surface, some of the ad- 
‘real interest an announcement re-|Vvertising looked okay, but cover- 
_cently made by Palmer Hoyt, pub- | age of daily newspapers was not 
‘lisher of the Portland Oregonian,| exploited in any way. Copies of 
‘on the necessity for manufacturers | two big influential dailies, through 


search 


Record in 


The _ first 
readership study of one news- 


Foundation 
readership 


findings will be published as 


Heserve 
Your Copy 


NOW! 


complete part of the Continuing Study 


of Newspaper Reading. 


paper for six consecutive week- 
days was made from March 19 
to 24 when the Advertising Re- 


Here’s a study of a news- 
paper giving complete coverage 
in one of the prime markets of 
Supply of copies 
Reserve your 


checked 
of The Times 


Troy, N. Y. Their 


the country. 
will be limited! 
copy NOW! 


THE TROY Aes RECORD. 


=~ ey 


In fairness to the individual or | left to agents in the prewar era. | 


Aavertising Age, APT Ss 
|an ingenious system practiced by, just enough time for your pony 
/newsboys, could change hands as| edition to have turned up this 
‘often as a dozen times a day! | first request of this sort, and | 
We are all interested in export|imagine there will be more of 
/markets. Mr. Hoyt’s suggestion is them. 


|a sane and sensible way in which | S. A. MULLIKIN, 


to capture and hold them. | Manager, Sales and Adver- 
ALLEN JOHNSON, | tising, The Schaible Com- 
AIF, Australia. pany, Cincinnati, O. 

¢ = #£ | vey 
‘‘Herald-American’ Claims | Restaurant Week Plays 


Up National Health 


To the Editor: The 10th an. 
nual observance of National Res- 
taurant Week will be observed 
this year from May 7 to 13 in- 
clusive and ending as usual on 
Mother’s Day Sunday. Enclosed 
with this letter you will find a 
two-column 65-line mat and proof 
of the poster which is being used 


‘Discharge Pin ‘First’ 

| To the Editor: On Page 40 of 
the April 2 issue there appeared a 
letter from R. C. MacLellan, ad- 
| vertising manager, Baltimore & 
/Ohio Railroad Company, which 
|included a display of the time 
|table advertisement entitled “I 
Have Served.” 

We here were considerably sur- 
prised at Mr. MacLellan’s claim | this year. 
that so far as he knew the B&O The theme of National Restay- 
is the “first company to publish|rant Week this year is certainly 
a message of this kind regarding| not to encourage the public to 
the Service Discharge pin, al-|eat out more but to impress upon 
| though 
noticed a number of newspapers | erations 
are carrying references to it. ..”|rants in wartime. 

According to his letter this ad- 
vertisement first appeared in the | 
Feb. 4, 1945, issue of the time} 
table. 

In the interest of accuracy and) 
fairness we feel it should be noted | 
that on Jan. 17, 1945, this news- | 
paper initiated what has been offi- | 
cially admitted by government 
authorities to be the first such 
|campaign for recognition of the 
|discharge emblem, and this was| 


: : the health of a nation. 
/immediately taken up by all other | 
Hearst newspapers across the} There can be no doubt that both 


country at Mr. Hearst’s direction, | housewives and restaurateurs af 
'As early as Jan. 18, Henry C |today planning meals more care- 
Lytton & Sons Curtiss Candy fully than ever before in their 
Company, and other local and na-| lives, with an ever watchful eye 
‘tional advertisers took up the | 2" the nutritional and caloric con- 
|campaign which we had initiated | *°*- The stress of the times has 
land called the “They Have made us more conscious of food 
| Served” campaign |and its relation to health and our 


The original idea for such a | ability to put in our full quota of 


| recognition campaign began more | WOrk: 
than a year ago with the writer, 
|} at that time in his fourth year of | 
|active duty in the Marine | 
| 


since that time I have|them the essentiality of the op- 
of the nation’s restay- 
It 


is also a 


cooperative program with the goy- 
ernment to stress the vital part 
that good food and a well bal- 
anced diet play in maintaining 


JOHN C. ERWIN, 
Director of Public Relations, 
National Restaurant Associa- 


|It resulted from the tragic inci- tion, Chicago. 


|dent involving an honorably dis- 
|charged member who was under a 
bee Fore es = poe agp Religious Fervor 

phrase “the emblem nobody | Stas P ing i 
” : : To the Editor: An amusing in- 
knows” was personally created by cident, yesterday, brought quite a 


me 
: arde haay, |cnuckle and I thought you might 
Some 30,000 counter cards bear- ‘like to pass it on. 


A new girl in this new agency 


. w 


‘ing a colored replica of the dis- 


|charge emblem and with the),. * ; é' 
|slogan “They Have Served,” as| as been exposed for the last few 


| well as an explanation as to what | wee** to the perils of proofread- 


tk ; - : ling. Yesterday, attending church 
on a he aa ee distributed | With her mother she was reading 


newspaper | P i 
throughout Chicago and a 40-mile \ somapaantion poe A _ = 


area. Others of the Hearst news- |; i 
| papers conducted a similar placard with se ee 


| campaign. 6 vistas i : 
i ; sing inflection at the end! She 
As a matter of offical record, | reported she felt smaller than four 


} 
at the suggestion of this news-| \7; . 
paper, the War Department issued | PO" ha olay wished she could 


| circular No. 62 which makes legal 
‘the new returned veterans’ serv- | St. Louis 6S ee 
ice flag, consisting of the discharge | ing Agency, St. Louis, Mo 
insignia placed on the regular | jg ; 
© Ow 


frye flag of white and red in| 
|lieu of the blue and gold sta . ‘ 
50 ee | Praises Hoover Policy 
To the Editor: Your March is- 


|indicating individuals in service. 

| This newspaper was first to fly 

|such a returned veterans’ service | sue of the pony edition of ADvER- 

flag, immediately upon authoriza-| rising AGE reached me April ! 

tion of the War Department,| accompanied by your kind letter 

showing that 58 veterans of this A small newsbit, which almost 

| War are currently employed by | escaped my attention, hidden as it 
|is in the lower right hand corner 

of Page 4, struck a _ responsive 


| this organization. 
We are very happy that all of 
| the companies and other news-| chord. The Hoover Company ane 
papers in the various parts of| its agency should be congratulate 
the U. S. followed the lead of the|on its policy. Advertising, I have 
Herald-American and other Hearst | learned, when carelessly handled 
newspapers in aiding the public|can easily become almost a mur 
in properly recognizing the hon- | derous weapon in the form of it 
orable discharge insignia. _ | sidious propaganda. It is my Pe 
} We consider our campaign as/| sonal opinion that, in addition 
|a slight contribution to all vet-|the evil effects on the “home 
| erans and their families. How- | front” which the Hoover Com 
| ever, we do take a certain amount| pany attributes to the word “post. 
| of pride in the fact that this news- | war” used in advertising, the wore 
| Paper was the first to conceive|has also infected many soldiers 
| and execute this recognition cam-| on the battle front, and those ser 
| Paign. | icing the front. se 
_ M. V. O'CONNELL, | You would be surprised wil? 
Executive Promotion Diurec- what avidity servicemen overse® 
tor, Chicago Herald-American, | read magazine advertisements, if 
Chicago. for no other reason than to brite 
| * #2 back a touch of the familiar. ue 
. I suggest an editorial campalg 
| Gets V-Mail Request on en part to remind advertiser 
To the Editor: I thought you! of this fact, as well as to —_ 
| might be interested to see the at-| them that as advertisers they ha” 
tached V-mail request from/|an obligation, not only to ther 
| France, resulting from your good | customers, but to all the nator 
story some weeks ago (AA, Jan. | including its soldiers at home ane 
|29) on early results of the en- Overseas. 
|closed folder on our “dream kit- Lieut. Martin M. Bett, 
ichen.” There has apparently been % Postmaster, New York: 
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Advertising Age, April 23, 1945 


Its a miracle —the way Nemo Wonderlift com 
bines function and fashion! Its patented inner 
bele gives correct natural uplift to the 


woman who needs abdominal support 


It is truly an invisible-yet-invaluable 
aid to fitness and efficiency. If today 
your corsetiere asks you to wait 4 
while for your Nemo W onderlift 


foundation, please be patient! 


——— BUY WAR BONDS 


NEMO 'GLADVERTISES' — Kops Bros. | 
spring newspaper series for Nemo | 
foundations, prepared by E. T. How- | 
ard Co., New York, are termed ''glad- | 
vertisements," which aim to maintain | 
the brand name, with the soft-pedal | 

on the selling angle. 


Consumer Prefers 
Glass-Packed KC, 
Jaques Co. Finds 


Chicago, April 17.—Wholesalers 
and dealers may not like it, but 
the consumer prefers glass-packed | 
merchandise, J. L. Trogan, gen- 
eral sales manager of Jaques Mfg. 
Company, said today in speaking 
of the company’s switch from | 
metal containers for KC baking 
powder to transparent glass, Ma- 
son jar type containers. 

Advantages Mr. Trogan cites for 
glass containers are: It keeps 
baking powder, which will de- | 
teriorate in contact with moisture, | 
fresh and dry; it seals the re-| 
maining powder completely after | 
each of the estimated 50 open- | 
ings; it has more eye-appeal for | 
consumers; damaged items cannot | 
be placed on store shelves, and) 
the jars have further household | 
use when the contents are gone. | 

The only nationally known bak-| 
ing powder to be _ glass-packed, | 
KC sales are said to be gaining | 
steadily since the company re-| 
called the metal packages. 

Currently, the 25-ounce and 50- | 
ounce jars of KC are being pro- | 
moted on the company’s NBC}! 
radio program, “KC Jamboree,” | 
led-in with the national victory | 
garden campaign as one- and two- 
quart containers for home packed 
garden produce. 

Agency for Jaques is Leo Bur- 
hett Company, Chicago. 


Atwater Joins NOAB; 
Myers to Midwest Office 


_L. R. B. Atwater, formerly with 
he field service department of 
MeCann-Erickson, Inc., New York, | 
has been appointed by the Na- | 
tonal Outdoor Advertising Bu-| 
eau, Inc., New York, as research | 
*igineer to direct an analysis and 
tudy of operating methods and 
rocedures adapted to the antici- 
pated postwar volume of business. 
Mr. Atwater was previously with 
the Office of the Coordinator of In- 
*t-American Affairs. 

lL. C. Myers, manager of the 
Yetroit Office of General Outdoor 
Advertising Company, Inc., for 
‘ine years, has been named 
‘gency representative in the mid- 
West territory, to assist Frank A. 
“ler, vice-president of NOAB’s 
‘hicago office. 


Calvert Promotes Two 


,J9shua A. Gollin and Ottocar 
*. Martinsen, general sales man- 
“ser and director of public rela- 
“ons, respectively, have been ap- 
“~inted assistant vice-presidents of 
‘ilvert Distillers Corporation, 
‘tw York. 


Reed Joins Dell 


David B. Reed, a former ad- 
vertising manager of Loose-Wiles 
Biscuit Company, Long Island 
City, has joined Dell Publishing 
Company, New York, as advertis- 
ing promotion manager. 


Lachenmayer Joins Auth 
Carl P. Lachenmayer has been 
appointed assistant sales manager 
of Auth Electrical Specialty Com- 
pany, New York. He was for- 
merly with Elliott-Lewis Electrical 
Company, Philadelphia. 


Cooper Appointed 

James L. Cooper, vice-president 
in charge of sales of National Oats 
Company, Cedar Rapids, Ia., has 
been appointed vice-president and 
general manager, succeeding John 
C. Reid, who will continue as 
president. 


Westfield to Swertfager 

Advertising of Westfield’ Metal 
Products Company, Westfield, 
Mass., has been placed with Wal- 
ter M. Swertfager Company, New 
York. 


Rickard Appointed 


Rickard & Co., New York, has 
been appointed advertising coun- 
sel for Petroleum Heat & Power 
Company, Stamford, Conn., man- 
ufacturer of Petro oil burners and 
automatic boilers, and marketer of 
Petro fuel oils. 


$25,000 Offered in 
Better Chicago Plan 


Cash prizes totaling $25,000 have 
been announced by the Chicago 
Herald-American for individuals 


35 if 


or groups who produce the “Bet- | 
ter Chicago Plan,” covering any 
phase of municipal activity from 
slum clearance to the best form 
of political government. 

Contestants have until July 16 
to submit detailed presentations 
with plans limited to 10,000 words. 
The first prize is $10,000. 


Spitzer & Mills Elects 


W. H. Reid and J. R. Charles, 
account executives of Spitzer & 
Mills Ltd., Toronto, have been 
appointed directors. 


Back in the dear, dead days of “Our Dancing 
Daughters,” this sort of slickumed Dapper Dan 
was the trade’s idea of The Well-Dressed Man. 
Girls all cooed. What men said is unprintable. 


Now, in 1945, men are men in the men’s wear 
field—and admen show their new models on 
he-men like this. 


f& TODAY, the apparel trade knows that the Ameri- 
can male won't take up a new clothing style until 


he sees it on the men he looks up to. He wants to dress 


like the man whose shoes he hopes some day to fill. 


In short, the man other men copy is the man you pic- 


ture, in your mind’s eye (and in your own ads) as the 


typical reader of TIME. 


More than a Million 


¥ MANUFACTURER OF MEN'S SOC 


y 


Hin» if 
Back To Town 


SS 


a 


“Mn 


ea of ae : = 
with Socks in the handsome New Fall Shades... Garnet 


The favorite magazine of the million men who really 
establish America’s men’s wear trends is Timer, The 
Weekly Newsmagazine.“To’get more men wearing more 


clothes that are more fun to wear and buy, sell your 


story first to these top-of-the-heap men, the men other 


men admire, respect—and copy. For when these Timr 


readers buy what you are selling, fhey sell the rest of 


America.* 


Leader 


s—to Model What You Make 


* Time’s more-than-a-million are an immense market in them- 
selves: each man buys 2 suits and 8.2 shirts a year, in contrast 
to the average American's .36 suits and 2.8 shirts; has twice 
as much to spend on clothes as his non-TIME-reading neighL.. 
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Three Examples of How May 
True Story Applies THE ‘‘COMMON TOUCH’’ 
to Today’s Problems 


. Can a war service mother rear two small sons on an enlisted man's pay? Mrs. 
Stockmal tells Homemaking Editor Esther Kimmel how so that other True Story 


readers may learn. Full color—Homemaker Section— Page 77 


. Does a child by a former wife affect the happiness of a second marriage? May's 


complete novelette “A Boy's Secret’ offers an able answer. ; Page 31 


. What is “ Free Enterprise?"’ Editor Henry Lieferant talks it out with True 


Dasey' 6 Wats TARE GHD onc occ ees casts ccessesdeaccocses Page 156 


THe Gom MON {0 UCH | 


... it makes new millions respond 


Your product will thrive for just as long as it can make today’s millions 
of Wage Earner families say “That’s what I want. Here’s my money.” 


No simple formula exists for winning the confidence of the common millions. 
Yet all those who have done so have always shared one thing in common: 
the common touch. 


This is the rare power to make the common man understand and trust 
you. It made the millions turn to the homespun fables of Aesop for wisdom 
and counsel. It is what won the confidence of new millions for True Story 
...an acceptance that brims over from editorial content and gives your 
advertising in True Story its special responsiveness, its buying action. 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE TRUE STORY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT 
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YOU OUGHT TO KNOW . . . BUSINESS CHART OF THE WEEK . . . THE PAY-OFF . . . OTHER FEATURES . . 


You Ought toKknow . 


As far as can be determined by in- 
tensive research, no space salesman has 
ever called Russ Van Gunten an unprint- 
able name—a circumstance which is ob- 
viously sufficient justification for the 
statement that the media director of 
Foote, Cone & Belding 
in Chicago is a re- 
markable man, indeed. 

Russ, or Van — he 
answers with equal 
facility to either name 
—would undoubtedly 
rank at or very near 
the top of any list of 
“the nicest guys in the 
space buying business” 
in America, and that, 
as any space salesman 
will admit, is quite an 
achievement for any man who aims, as 
Russ does, to do a careful, conscientious, 
scientific job of getting every last ounce 
of value out of every dollar he spends. 


And if this emphasis on Media Director 
Van Gunten’s standing among the men 
from whom he buys leads you to believe 
that he keeps his fabulous reputation by 
being a good-time Charley or the best 
singer in the local barber shop quartet, 
disabuse your mind. Russ is a man’s man, 
all right, but no back-slapping Babbitt. 
As a matter of fact, he looks and talks 
and acts like a professional British army 
officer — tall and spare and erect, with 
graying hair and close-cropped mous- 
tache and a handsome, characterful face 
that leans a little to gauntness. 

He speaks quietly and easily, and it’s 
impossible to imagine any combination of 
circumstances which would ruffle his 
even tenor, disturb his equanimity, or 
cause him to say a really harsh word to 
anyone. 


Like almost everybody else, Russ got 
into the advertising business by happen- 
stance, although he thinks there was 
probably a little predestination mixed up 
in it. His family lived in Philadelphia, 
but Russ was born in Asbury Park, N. J., 
while the family was summering at its 
home there, and it wasn’t very many 
years before he was running around to 
Atlantic City hotels picking up _ the 
names of socially prominent visitors for 
the Atlantic City Union. And while he 
was soaking up knowledge at Pennsyl- 
vania U’s Wharton School, he managed to 
get in some writing for the old Phila- 
delphia North American. 


But he had no particular tnterest—he 
thought —in publishing or advertising, 
and as a matter of fact went on, after 
graduation from Wharton, to George 
Washington University, where it took 
him two years of studying law to dis- 
cover that he had no desire to be a 
lawyer. After that he spent a couple of 
years working for Uncle Sam in the Bu- 
feau of the Census, and had a number 
of positions not very closely connected 
with advertising until he landed at the 
Northern Trust Company in Chicago 
about 25 years ago as manager of the 
vank’s service extension department, 
which was really a sort of new business 
and advertising department. 

He must have known his advertising 
fven then, and have done an impressive 
lob for the bank, because when John H. 
Dunham left Williams & Cunnyngham to 
‘art John H. Dunham Company in 1920, 
Ms principal associates in the new enter- 


Russ Van Gunten 


e eRuss Van Gunten 


prise were Y. K. Smith, who had been 
with Critchfield and. Erwin, Wasey, and 
Russ Van Gunten. With the addition of 
such other prominent admen as John 
Toigo, the Dunham agency waxed great, 
and Russ still maintains that no such ag- 
gregation of sheer creative advertising 
ability had ever before been put together. 

But a client list which was hit hard 
by the depression and by technological 
improvements simultaneously, hurt the 
agency badly, and the business, which by 
that time had merged with H. E. Lesan 
Company of New York and had taken in 
Charlie Younggreen of Milwaukee, to be- 
come Dunham - Younggreen - Lesan, was 
liquidated early in 1931. 

Russ Van Gunten went into space sell- 
ing, first with Business Week and then 
with The American Weekly, for a couple 
of years. A dozen years ago A. E. Ave- 
yard asked him to take over media ac- 
tivities at Lord & Thomas, and Russ has 
been in the Palmolive building ever since 
—with L&T until it was liquidated, and 
carrying right on for the new Foote, 
Cone & Belding. 

He estimates that he has bought about 
$125,000,000 worth of space with L&T 
and FC&B, and perhaps $150,000,000 alto- 
gether, but he doesn’t indicate that he 
has discovered any amazing short cuts 
to making the best buys for clients, and 
he’d be the last to suggest that there is 
any special golden touch which a space 
buyer ought to have. To Russ the way 
to buy space is to know all there is to 
know about media, and then apply that 
knowledge intelligently to the particular 
problem at hand. 

In line with that policy, he does not 
dodge media salesmen. A salesman with 
a story or a bit of new information can 
always get his story told—except on 
Tuesday and Friday afternoons—which 
are Russ’ “silent days.’”’ On those days, 
so well established now that they no 
longer require explanation, Russ calls a 
halt on salesmen’s calls and concentrates 
on internal jobs that require attention. 

Russ thinks that the next four or five 
years, at least, will be the greatest era 
advertising and selling have ever seen; 
that there will be such a tremendous 
competition for markets among new 
companies and new products and existing 
products that advertising in all..media 
will be in terrific demand. In fact, he 
suspects that all advertisers will tend to 
go hog wild for a while, and that media 
will probably still have a little difficulty 
meeting the demand for spreads and full- 
color units, even after paper restrictions 
are eased. But that will be a lot more 
fun, he thinks, than the present situa- 
tion, when “all there is to the media 
business is switching insertions to please 
publishers.” 

Russ used to be one of advertising’s 
most ardent golfers, but now eight or 
nine games a year satisfy his club-swing- 
ing urge. On the other hand, his passion 
for fishing and for the water has in- 
creased, if anything, with the years. He 
gets in a couple of reasonably lengthy 
bouts with the fish in the course of a 
year, as well as all the weekends he can 
manage. And he does most of his fish- 
ing in Wisconsin and Minnesota and 
Canada, although you probably won’t 
have much trouble selling him on other 
spots, from ocean to mountain streams, 
when transportation eases up again. 


Ihe Creative Mans Corner 


XXI 
We do not happen to be either one of 
Nose advertisers or one of those agents 
who has had a long and successful ex- 
rience with contests. 
_However, we’d like to be a kid again 
- enter the Wheaties contest that offers a 
“er Cub plane for a box top and a 
“Inning name. 
This seems to us to be the most excit- 
“ contest we have ever heard about. 


XXII 

The idea, so often voiced and so widely 
accepted in recent months, that it is a 
primary aim and end of business and 
ccmmerce to make jobs seems to us to 
be as bogus and dangerous a theory as 
ever made its way into a nation’s economic 
thought. 

The only aim of business is the pro- 
duction of goods and the offering of 
services for profit. Jobs are a by-product 


and they will always be created and 
maintained in direct ratio to the useful- 
ness and desirability of the goods that 
are produced and the services that are 
rendered, and to the ability of business 
to sell these goods and these services. 
On any other basis, a federal or state 
or city leaf-raking project must have the 
same economic status as a plant for the 
manufacture of, say, washing machines. 


XXIII 


Perhaps it is not surprising that the 
very people that expound the theories 
of business for jobs’ sake cry out the 
loudest for an over-all reduction in dis- 
tribution costs. 

They confuse distribution with delivery 


the Paiy-OFF sews avo 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 


are invited. Whenever possible they will 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 


Carrying a step farther that question 
of the respective value of large versus 
small space for direct response adver- 
tisers which The Pay-Off discussed 
March 12, there are some additional 
angles to consider. 


If the product or proposition is already 
well known and all you need to do is to 
catch the attention of a clearly-defined 
group of prospects for your particular 
brand, small space may do the job as 
well as large space. Thus Bauer & Black 
ads for Blue Jay corn plasters have only 
to use the word Corns in a big headline 
and every sufferer from corns will see it 
about as clearly as though the ad occupied 
a page. To a stammerer, Benjamin 
Bogue’s inch or half-inch ads headed 
“Stammer?” stand out on the page like a 
sore thumb. 


But if you have a new idea or product 
to sell and considerable information needs 
to be given—especially if you want qual- 
ity inquiries—then probably you will 
need considerable space. International 
Correspondence Schools, like my own in- 
stitution, uses pages to sell uninterested 
people the idea of considering training 
by home study and to tell them the story 
of the institution behind the ads. ICS 
has also, with its many courses, the need 
for a large coupon to list a representative 
variety of courses. But both institutions 
use small ads successfully to catch pros- 
pects for particular well-accepted courses 
such as Accounting, High School, Law, 
etc. ' 

If you have salesmen to follow up your 
inquiries and must strive for both volume 
and quality of inquiries, big space is 


business Chart ot the Week 


and they forget that the principal item 
of expense in distribution is payroll. 


XXIV 


War has made the production of goods 
our sole civilian aim. It also gave en- 
tire industries the unique opportunity 
of doing business with exactly one cus- 
tomer—Uncle Sam. Very little personal 
selling was necessary. And no adver- 
tising. 

After the war the steady production 
of goods and the steady production of 
jobs can only result from a steady pro- 
duction of sales. 

It takes a lot of selling to sell 130 mil- 
lion people anything. And it will take a 
lot of steady, skillful advertising to help 
sell everything this nation hopes to make. 


VIEWS OF MAIL ORDER ADVERTISING 


be answered here. 


likely to be necessary and profitable. 
Larger space will pull a larger volume of 
inquiries and it gives you a chance to 
better qualify your inquiries—an impor- 
tant factor for salesmen in these days of 
rationed gasoline and uncomfortable 
travel. On the other hand, if you are 
after inquiries to be followed up and 
sold entirely by a low cost mail campaign, 
your advertising need not be as selective 
in getting inquiries and you can possibly 
use small space more profitably than 
large space. 

The book clubs use large space possibly 
because they have a complex proposition 
to explain and sell. So does Motor Book 


Department. But McGraw-Hill Book 
Company, Audel, American Technical 
Society—all selling specialized books— 


use small space of about one-quarter 
pages or less. Some direct selling houses 
use pages to get agents in salesmen’s 
magazines and classified ads in news- 
papers. 

William Eichhorn points out that the 
time of the year affects the answer to 
our choice of small or large space—some- 
times you can make large space pay in 
the winter months but only small ads 
in the summer off-season. 

It all sums up to the conclusion that 
there is no universal rule which applies 
to all products or all advertisers—or even 
to two competitors in the same field. 
There are certain advantages in large 
space—more volume, a chance to tell a 
more complete story, usually better at- 
tention value. There are counter-bal- 
ancing factors in small space, especially 
lower gross outlay. Your product, your 
type of prospects, your method of selling, 
the type of media, the time of the year, 
etc., will help determine which is better 
for you. But the final answer must come 
from your testing. 
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| i ; joi ls ded 25 years ago =f: 
j;search Institute, has joined 7 | school was founde h rn Pacific 
Blanchard Heads Market trompson & Lichtner Company, Retailers Endow are diag mmewner yb Beanger fo Pres U A 
| Fessenden S. Blanchard, a for-| Boston consulting management en- | Re, , rhy 

mer executive of Pacific Mills, and | gineer firm, as director of market- $500,000 Fund board of the Associated Mey Goods Ads tep p W C 
recently president of Textile Re-| ing. Corporation of New York. 


. Stores which contributed to the Recruitin Drive 

| for NYU School endowment are Abraham & Straus; ; g ; 
- | New York, April 17.—A group|B. Altman & Co.; Arnold Constable cans gig para ie The 
a ; é t st heads who | & Co.; L. Bamberger & Co., New-| success of a generous ution 
a. . i | | The Rich, Central Missouri Valley (02) eee ee of trustees of the|ark; Best & Co.; Bloomingdale | to the war effort was revealed lax 
a! | i i : lin Simon Ww | by 
ee New York University School of | Brothers, Inc.; Frank pedo a a, 


7, 


unt dens of caus tae, Menken & Co., Newark; Hearn’s; Frederick | results accruing from the adver. 
store executives and representa-|Cutcheon & Co.; R. H. Macy a ee ie A ae 
ee Concentrated Coverag H. Namm, head of the Namm Newark; Saks 34th Street; Saks eo f 2 oe 
sociation, in presenting the fund besides Mr. Namm and Mr. Rey- Sr te Assi Gana, te a 
aS in a market equal to holf the Chase, “calls for continuance of |™an & Co.; Bernard F. Gimbel, | 

which has given the school its \Ratnced”. 2° The hee Goa 
= Ss Notional Representatives, SPOT SALES, Inc sity will be tied together in a team | outlet, has appointed Foster & |500 coupons received within four 
forward into new services.” The| ing counsel. The Northern Pacific campaign, 
|Durstine & Osborn, comprised an 
papers, and a 330-line ad in six 
Dakota, Montana, Idaho, Oregon 
wounded veteran lying helpless 
| ask for water. . . and must wait,” 
The message told what the WAC 

for enlistment. 
for those seeking further informa- 
Units now being organized.” Only 
Railway on behalf of the Women’s 


or e & Co.; Lord & Taylor;|tising campaign conducted by the 
in cash and securities at a luncheon | Faire: McCreery & Co.; James Me- |Northern Pacific Railroad Com. 

ata . Co.; The Namm Store; Oppenheim, | drive for WAC recruits. 
OY ethe new plan’? said Benjamin | Collins & Co.; L. 8. Plaut & Co,| In a letter to C. E. Denney, 
P : : 4 ielson acknowl- 

: i Fifth Avenue, and Stern Brothers. |Gen- ©. H. Danie : 
; = Low Rates 4 ee ee Been tele twee Caede As- Trustees signing the agreement,|©4ged the “splendid help in the 
— a = “EE ‘es, ° ee _|service in Army hospitals, as evi. 
a _ eo Promotion Helps poe to Chancellor Harry Woodburn burn, were John S. Burke, B. Alt ‘denced by the advertisements 
, two-thirds the buying power close cooperation between the|Gimbel Brothers, and Michael | Wiship io 207 papers in the ail 
of the entire state of Nebraska, merchants and the university | Schaap, Bloomingdale Brothers. 
7 | Railroad...” The Army Service 
ap tte] unique and outstanding leader- WIW to Foster & Davies |Forces headquarters public rela- 
| ‘an 3" a General Manager, PAUL R. FRY ship. Thus, merchants and univer- WJW, Cleveland Blue Network | tions office disclosed the results: 
which should lead the School of | Davies, Inc., Cleveland, as adver- | weeks and a “greatly accelerated” 
THE MIDW EST J § GREAT EST M AR KET Retailing of New York University | tising, promotion and merchandis- | rate of recruiting. 
conducted through the Minne. 
apolis office of Batten, Barton, 
800-line advertisement in all on- 
the-line daily and weekly news- 
Northwest farm magazines, cover- 
ing the areas of Minnesota, North 
and Washington. 

Using an _ illustration of a 
in a hospital bed, copy of the ad 
described the need of those “who 
and of nurses overburdened “to 
the point of nervous breakdown.” 
medical technician would “give” 
and “get” and listed requirements 

A coupon in the lower corner of 
the advertisement was _ included 
tion about WAC medical tech- 
nicians “and the Purple Heart 
sponsor copy was, “This message 
is published by Northern Pacific 
Army Corps of the Army of the 
United States.” 


AFA Elects Six _ 


tn every is ere is a Advertising Federation of 
nn woe FT ae ee oe oe America has elected the follow- 
Family Hom Section ing to membership: KROS, Clin- 
devoting” “Space to ton, Ia.; Adam Hat Stores, Inc. 


New York; Davidson Publishing 


ing biacichal ; WUING than any Company, Chicago; Liller, Neal & 


f n’s service, weekly Battle, Atlanta; Commercial, Pine 
, : re Cate. jel Bluff, Ark., and Dealer News, Los 

HE War Production Board 1 F- j meer general magazine. Angeles. 
found, in a survey con- " _ Proctor Names Three “a 
: : roctor Electric Company, Phil- 
ducted in April 1944, that ADVERTISERS OF odahtnin. nas pinarvoe the fol- 
of those who said they would DING AND HOME PRODUCTS af aiteoan ot Dennen with on 
; BUIL ‘ . Sluman, at Denver with offices 
build or buy a house when WHO USED PARENTS’ MAGAZINE IN 1944 at the Interstate Trust building; 


A. H. Buchanan, at Minneapolis, 


materials and manpower are and A. H. Patton, at Atlanta. 


: ‘Li Libby-Owens-Ford Glass eae“: 
available, 74 were families “4 ee Products tees " 
with children! Admiral Corporation Lockport Cotton Batting 
: American Home Decorators erin wat , 
PARENTS’ MAGAZINE is the only magazine Bendix Home Appliances, aa re adurng 
P ° ° . Inc. 
of large circulation with 100% of its read- ar sane ee ——— hoped 
ership among families with children — the x a pres ante tae” 
. . inton Carpet Com N Furniture Company 
only magazine that taps the heart of Ameri ti eo a 
ca’s Biggest Home Building and Home Congoleum-Nairn, Inc. Company 
i Cool Cc Reynolds Metals Company 
Buying paarhet, Use PARENTS MAGAZINE psi psi tenga St. Charles Manufacturing 
to reach your most important market... Seana emai, es. sg 
those progressive young families who buy ame Seen Seteoile, tae. 
or : eltox Rug Company : 
the most of everything for the home. fenitiene Gay owdy CR erpes Poneten. 


Company The Upson Company 
General Electric Company Voss Brothers Manyfacturing 


MORE THAN A. C. Gilbert Company Company 


Homasote Company The Weiman Company , R & 
725,000 CIRCULATION — ae “a MILLEN 5 
AMONG YOUNG PARENTS a” ae HUTCHINGS — 


OF HOME-BUILDING ; AGE Landers, Frary & Clark Youngstown Pressed Steel PH OTO-ENGRAVER $ 


PARENTS’ MAGAZINE 207 North Michigan Avenue 


Chicago 1, Illinois 
52°VANDERBILT AVE., NEW YORK 17° CHICAGO * BOSTON ° ATLANTA*> SAN FRANCISCO — 
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Mactadden es 
Smaller Profit 
Margins Postwar 


New York, April 18.—Reduction 
of newsstand prices to prewar 
levels, along with enlarged edi- 
torial content and heavier paper 
stock, were mentioned as postwar 
possibilities in the annual report 
of O. J. Elder, president of Mac- 
fadden Publications, Inc., released 
here this week. 

Under competitive postwar con- 
ditions, he said, a reasonable profit 
expectancy, before taxes, would 
pe from 10 to 15% of gross reve- 
ques, in contrast to the 25 to 30% 
the company is enjoying currently. 
On the other hand, gross revenue 
may expand considerably when 
paper restrictions are removed, he 
added. 


Gross Over $12,000,000 


Macfadden Publications report- 
ed a gross revenue for itself and 
subsidiaries in 1944 of $12,325,228, 
compared with $10,322,288 in 1943, 
and a 1944 net profit of $871,625, 
substantially less than ’43’s $1,- 
335,459. 

Through a reorganization last 
summer, the report recalls, the 
company’s deficit of about $2,000,- 
000 was wiped out. 

Circulation of True Story and 
other Macfadden magazines re- 
mained about the same in 1944 as 
in the previous year. Because of 
restrictions on the use of paper, 
the company printed 1,500,000 
fewer copies than it could have 
sold. 


ing Age, APTi J49 


Ad Revenue Swells 


Through use of lighter paper 
and other economies, however, the 
report says, “‘we were able to in- 
crease the volume of advertising 
published by 906 pages above that 
of 1943, representing a gain of 
$1,863,635 in advertising revenue.”’ 

During the year, through its 
Bartholomew House subsidiary, it 
began publishing pocket - size 
novels, bringing out 10 titles on 
which $59,600 in profit was taken. 
After the war, it says, pocket-book 
publication can be made an im- 
portant factor in the business. 

“As a result of certain disturb- 
ing developments during the 
year,” it says, “in connection with 
the sale of the Encyclopedia of 
Health, your board of directors 
concluded that it was to the com- 
pany’s best interests that the pub- 
lication and sale of this set of 
books be discontinued and it was 
so ordered.”’ 


Toomey Joins Petri 


C. R. Toomey, general manager 
of Italian Cook Oil Corporation, 
Brooklyn, has resigned to join the 
executive staff of Petri Wine 
Company, New York. 


* AVIATION WILL 
+1 DEPEND ON 


) For Its Development 
and Growth. 


* Those persons who have 
always pioneered and gone 
forward with new ideas and 
developments make up Cre- 
ative Wealth. 

The theatre gives the kind of 
entertainment that appeals to 
their imagination. It is no 
wonder then that they patron- 
ize the legitimate theatre con- 


stantly and read The Playbill. 
PLAYBILL, INC. 
NEW YORK 12, N. Y. 
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Joins American Hoist 


Roy H. Smallwood, for the past 
10 years advertising manager of 
Wm. H. Ziegler Company, Minne- 
apolis equipment distributor, has 


joined American Hoist & Derrick 
Company, St. Paul, as director of 
public relations. 


Retailers Back Course 
An appropriation of $15,000 an- 


nually for five years to establish 
a department of retailing in the 
school of business, 
University, 


Washington 


St. Louis, has been 


made by the Associated Retailers 
of St. Louis. The association in- 
cludes 60 department and specialty 
stores. Classes will begin in 
October, with the course offering 
a BS degree in business adminis- 
tration. 


Issue Bedding Letter 


The National Association of 
Bedding Manufacturers, Chicago, 
has issued the first edition of 


“Bedding Merchandiser,” monthly 
newsletter to association members 
on events and trends in the bed- 
ding industry. 


To ‘Good Housekeeping’ 


Harold Walton Meyer, formerly 
district representative of Vitamins 
Plus division of Vick Chemical 
Company, New York, has joined 
the Chicago staff of Good House- 
keeping. 


Doner, Levy Merge 


W. B. Doner & Co. and Arthur 
Levy Advertising Agency, both of 
Detroit, have merged interests 
with Levy becoming a vice-presi- 
dent of the Doner agency, and its 
active head during the absence of 
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W. B. Doner, now in the Army. 
Curt Berg, for 18 years with the 
advertising and sales departments 
of the Dayton News, has joined 
the staff of the Doner agency. 
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Hiagins Opens NY Office ,pand its activities sufficiently to | 
gg Pp ri —_~ Evergreen Group j|handle the campaign, provided | 
, Higgins baGestries, = . 5 | ‘funds are made available to it, | 
Orleans, will open an office a | + pews : 3 4 
Maiden Lane, New York, effective May Get Tourist rt tae ec eee 
May 1. Higgins plans to produce : pose, ~ es pees 
30 models of pleasure craft, rang- Promotion Job ~ i ds Go 
: 2-f ‘owboats to 90- ra ; ae bis vx 
sont pe ate ily taetcal high- Vancouver, B. C., April 17.— Further study will be given the | 
powered racing models. The Hig- | Evergreen Playground Association, | project before the committee 
gins postwar houseboats will be) pioneer tourist publicity organiza- makes a final report. 
equipped, the company said, with | tion of the Pacific Northwest, ap- | ee ee 
adaptations of the wartime land- pears likely to fall heir to tne | . 
ing ramp, and will have room for | four-year $1,600,000 tourist pro- | KMBC Has Radio School 
storage of an automobile. motion plan developed by the Pa- KMBC, Kansas City, in coop- 
cific Northwest Trade Association.|eration with the University of 
Foster L. McGovern, Seattle,, Kansas and Kansas City public 
| member of the trade organization’s | schools will conduct a radio in- 
|committee set up to consider the| stitute for teachers June 11 to 29, 
,|plan to spend $400,000 annually | to instruct teachers in the use of 
jafter the war to boost the tourist radio in the classroom. Members 
'trade in Washington, Oregon and | of KMBC and the university staffs 
British Columbia, reported at the! will conduct the course. 
|trade group’s annual meeting here 


; that conferences on the subject) . 
4 NE have recently been held with ad- | Appoints Rickard 

a WRTON RROW _vertising and publicity firms of| Rickard & Co., New York, has 
9 ‘ 'California and New York. been appointed advertising counsel 


“No Burton Browne 


ANVERTISING P Out of these conferences, he said,|for the graphite and lubricants 
a had come recommendations that} division of Joseph Dixon Crucible 


the Evergreen Playground Associa- | Company, Jersey City. <A_ busi- 


“ 7 ***' tion be called on to take over the/ness paper campaign is being 

619 NORTH MICHIGAN AVE, campaign originally planned. | planned. Frank W. Berrien, re- 
) Cnicad He DE. 2a | Speaking in support of Ever-| cently with the Biow Company, 
OR CTT green Playground’s ability to ex-| has joined Rickard’s creative staff. 


You Get 3 Rich Layers in Every Slice! 


Tis indeed a dish fit for a king, and other daily coverage of the Omaha Retail Trading 
men of epicurean tastes, such as sales managers Area. And for coverage of all of Nebraska and 
and account executives. Southwestern lowa—you can’t beat the 50% 


To put it another way...there’s plenty of mark of this one great newspaper. (Only seven 


“dough” in this cake, because The Omaha papers in the whole country equal The Omaha 


World-Herald serves up 98% coverage daily, World-Herald in statewide coverage.) 


of the Omaha Metropolitan Area. We’re not bragging—but really, you ought to 
77% try a slice of our 3-layer cake, today. 


You'll also like the rich flavor of our 


COVERS NEBRASKA AND S.W. IOWA\. 


maha 


WORLD-HERALD 


OWNERS AND OPERATORS OF RADIO STATION KOWH 
National Representatives, O'Mara & Ormsbee, Inc. 


New Yor, Chicago, Detroit, Los Angeles, San Francisco 


nay { u - 
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Net Paid Circulation, March 1945 Average — Daily 205,009 — Sunday 206,541 
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GOutng, DOR ICI, 


Capt. Joseph T. Coenen has returned to Alley & Richards Com- 
pany, in which he is a partner, as a creative and contact man 
after three years in the Air Corps. . . Award of the Dartnell Golg 
Medal for outstanding business letters brings to a round dozen 
the number of nat’l awards received by D. H. Ahrend (NY) for 
Ahrend-created letters and direct adv. campaigns within the last 
three years. . . Robert J. Landry, CBS director of program writing. 
this summer opens his 3rd year as director of the NYU summer 
radio workshop. He’ll conduct a course on the “American System 
of Broadcasting.” ... 

Friends of Bill Ninabuck, advertising supervisor of Internationa] 
Harvester, are getting a quiet chuckle out of the interesting little 
booklet on the “kelp-cutter,” more scientifically known as the air- 
craft torpedo, which is being turned out by International. Bill gets 
a by-line on the book, which is unusual for an adman, but he js 
identified merely as “one of 70,000 employes of International Har- 
vester Company.’ . . 

Pvt. Harold Marshall, president-on-leave of Marshall Advertising 
Company, New York, learned of the arrival of his second daughter, 
Jane, through the columns of Stars and Stripes. Pvt. Marshall is on 
duty with the G-2 Sec., replacement and training command, 
MTOUSA, in Italy. .. Lt. A. P. Mills, former Washington editor of 
ADVERTISING AGE, volunteered to act as censor when a Superfortress 
circled for two hours over invasion beaches at Okinawa while a 
news broadcast was sent by short wave to San Francisco. . . 

Charles (Chuck) Fuller, Detroit rep. of Popular Mechanics, was 
initiated into the publication’s 35-Year Club April 12 at a dinner 
at the Chicago home of H. H. Windsor Jr., publisher. Chuck is the 
7th employe to wear the publisher’s gift, an appropriately engraved 
wrist watch, symbol of the club. . . Earl H. Gammons, Washington 
director of CBS, headed a committee of judges who picked a full- 
color newspaper page sponsored by Block & Co., Indianapolis dept. 
store, as the “ad of the month” for the Advertising Club of In- 
dianapolis. .. 

Malcolm C. Smith, formerly a sales rep. with West-Holliday Co., 
San Francisco, and now a ground officer with the P-38 Lightning 
Fighting Cocks unit of the 13th AAF Fighter Command in the 
Southwest Pacific, has been promoted from second to first lieu- 
tenant. . . Don Watts, pres. of Watts, Payne, Tulsa agency, is re- 
covering satisfactorily from an operation, and will soon be back 
at his desk. . . And George W. Moore, ad mgr. of Implement & 
Tractor, Kansas City, is back on the job following an appendectomy, 
and looking fine with some extra weight picked up during his con- 
valescence. . . 

Gus Brandborg, commercial mgr. of KVOO, is the new president 
of the Tulsa Advertising Club... 


When Ruth Davis left Erwin, Wasey’s radio dept. (NY) for Red 
Cross activities, little did she visualize the day she’d help snag six 
German prisoners. Attached to a Clubmobile unit working with the 
lst Army in Germany, Ruth took over the prisoners from U. S. 
doughboys who didn’t have room for them all, and, together with 
other girls in her group, delivered them to an Allied prisoners’ 
cage... 

C. E. Jr., 8 lb. first son of Blue v.p. Charles E. Rynd, arrived at 
Midwood Hospital, Brooklyn, on April 7. Junior has two sisters. . . 
New York’s National War Fund drive for 1945-46 will be conducted 
under the chairmanship of Carl Whitmore, pres. of the N. Y. Tele- 
phone Company. . . Edward Klauber, former v.p. of CBS and now 
assoc. director of OWI, married Doris Larson at the Cottage of 
Hampshire House, New York, April 14. . . Harold M. Davis, pres. of 
the New York printing firm of Davis, Delaney, accepted on behalf 
of the firm a Certificate of Merit for “service to the government 
in the production of printing necessary to the war effort,” presented 
by Public Printer of the United States, Hon. A. E. Giegengack, on 
April 16... 

Julius Liebmann, pres. of the Brooklyn brewery, will be guest of 
honor at a testimonial dinner at the Waldorf-Astoria April 25, when 
members of the Brewers Board of Trade and representatives of 
organized labor will applaud his contribution to the “maintenance 
of harmonious labor relations” during 50 years of continuous 
service on the Board of Trade labor committee. . . Jack I. Straus, 
pres. of R. H. Macy & Co., was best man at the April 14 marriage in 
St. James’ Church, Chicago, of Elizabeth Browne to his son, Pfe 
Kenneth Hollister Straus, recently returned on furlough from the 
9th Army in France, Belgium and Germany. The couple will live 
in New York after Private Straus has completed his military 
service. .. 

Both Alexander Forger, sec’y-treas. of the Julius Forstmann Corps 
and son, Sgt. Alexander D., now hold citations for heroism. Young 
Forger’s Bronze Star medal was awarded “for heroic achievement’ 
on Feb. 4, when he saved “many lives” by administering first aid 
to wounded and carrying them on litters despite ‘mortar, small 
arms, and artillery fire.” It recalls to Alex Sr., infantry sergeant 
in France 26 years ago, the citation he received for having display 
“splendid heroism and indifference to personal danger” during the 
advance to the Aisne on Sept. 5, 1918, and for helping his company 
hold its position in the Argonne against a “violent counter-attack 
on Sept. 27, 1918.” .. 

Lloyd Seidman, v.p. of Donahue & Coe, will have charge of all 
newspaper advertising for the 7th War Loan drive of the New York 
Area War Activities Committee, Motion Picture Industry. .- . And 
Dick Chaplin, Crowell-Collier publicity director, has been named 
publicity director for New York state’s “Mighty 7th” drive. - - 
John H. Jackson, ass’t to his dad, J. D. Jackson, publisher of thé 
New Haven Register, has a baby daughter, born the last week 
March... 

John G. Paine and Herman Finkelstein, ASCAP’s gen’! mgr. and 
N. Y. resident counsel, respectively, are on a six-week trip to Eu- 
rope where they’ll confer with representatives of European oll 
forming rights societies. . . Frank Kenna, pres. of Marlin Firearms, 
is a member of a commission planning the celebration of the 100th 
anniversary of the birth of “Buffalo Bill’ Cody next year. . . 
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Allegheny Ludlum 
Polls Stockholders 


on Annual Reports 


Brackenridge, Pa., April 17.— 
Stockholders want their compan- 
jes’ annual reports short and easy 
to understand—but they also want 
plenty of information—Allegheny 
Ludlum Steel Corporation has 
jearned via a questionnaire sent 
to 12,000 of them. 

Last December the company sent 
out letters asking stockholders to 
jndicate their preferences on 32 
suggested topics for the 1944 re- 
port. Nearly 3,300 responded, 
offering suggestions, praise and 
criticism, and approving issuance 
of a quarterly news letter. By 
mid-February, returns covering 
297% of the stockholders were tab- 
ulated and used as a guide in 
preparation of the °44 report. 

The outlook for Allegheny Lud- 
lum this year was the subject 
checked by the most stockholders, 
2,263, with “position of Allegheny 
Ludlum in steel industry” second 
on the list, with 1,959 requests. 
Other subjects in the first 10 in- 
clude: Dividend policy, earnings, 
research and new products, com- 
pany products, 1945 outlook for 
business in general, postwar pro- 
duction plans, products manufac- 
tured and competition problems. 

Of those who answered the 
question, 87.5% ranked research 
“very important” to a_ specialty 
steel firm such as Allegheny Lud- 
lum. Asked about the new Sun- 
day night radio program, “Steel 
Horizons,” 65.3% checked “never 
heard it,” with 27.9% calling it a 
“good program,” 6.2% “fair” and 
only .6% “don’t like it.” 

While 64.1% favored use of pic- 
tures of company plants in the 
annual report, and 79.2% wanted 
pictures of products, 75.3% op- 
posed pictures of employes and 
64.7% voted against pictures of 
management. 

The actual °’44 report contains 
14 pages of text, including the 
pictures requested. A one-page 
summary was added for those de- 
siring a still briefer story of the 
company’s affairs. Allegheny 
Ludlum also made a special effort 
to describe its various steels and 
indicate the fields in which they 
are applied. 


Freeman Adds Office 


Advertising Age, 


opened a New Orleans office at 
333 St. Charles Ave., to represent 
Forest Products News, Pulp & 
Paper Industry and West Coast 
Lumberman. The office will be 
under the direction of William J. 
Krebs, recently southern editor of 


the New York Journal of Com- 
merce, 
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Cereal Institute 
Continues Campaign 


Andrew Duncan, managing di- 
rector, Cereal Institute, Chicago, 
educational and research organi- 
zation of the cereals processors, 
reports that this year the institute 
will continue to advertise only in 
medical, scholastic and home 
economist publications, and has 
no intention at present of adver- 
tising to the general public. 

The institute has distributed 
nearly 1,000,000 booklets, charts, 


folders and other promotional 
pieces to schools, nutrition com- 
mittees and other groups since its 
organization about two years ago, 
In cooperation with the National 
Nutrition Program, the _ institute 
promotes cereals as valuable nu- 
tritional food and emphasizes the 
need for ample breakfasts. 


Names Shappe-Wilkes 


Shappe-Wilkes, Inc., New York, 
has added the account of Chique 
Creations, New York, manufac- 
turer of junior miss girdles. 


Burgess Becomes Agency 


Will Burgess & Co., New York, 
direct mail advertising, has ex- 
panded its business to include 
complete advertising agency serv- 
ice. 


Compton Named 


Citrus Concentrates, Inc., Dune- 
din, Fla.. which produces Sun- 
filed whole orange, grapefruit 
and blended juices, and miscella- 
neous by-products, has named 
Compton Advertising, New York, 


41 
to handle advertising. Special 
merchandising and research is 


now under way, with consumer 
advertising planned for a later 
date. 


ADDRESSING 
FILL-IN 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 
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DS A DAILY SERVICE... 


O; THE MORE THAN 2,250,000 individ- 
ual business concerns in this country only 2,500 
have been in business as long as fifty years! The 
Statisticians say that the average length of life 
of American business concerns is six years. 
+ Well, here are four grown-ups. Or are they? 
At any rate, the four daily publications of the 
livestock industry comprising The Corn Belt 
Farm Dailies admit to 55, 57, 64 and 72 birth- 
days for a combined age of 248 years! # This 
long record of uninterrupted service to livestock 
farmers is not to be credited to skilled manage- 
ment so much as to the simple fact that it has 
provided a type of information necessary to the 
successful operation of America’s tremendous 
livestock production and marketing. That in- 
formation over the years has been timely, de- 
pendable and entirely without bias. Therefore, 
it has inspired confidence, which is the only 
enduring foundation for any business. * That 
same confidence in The Corn Belt Farm Dailies 
still continues, and thus their combined 248 
years of service may be regarded as merely a 
prelude to a service career that, so far as man 
can tell today, reaches on and on into the future 
for so long as meat animals shall be produced 
and marketed for an ever-hungry world. 
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BEET FARM [DAILIES 


GENERAL OFFICE: UNION STOCK YAROS, CHICAGO @, ILLINDIS 


CHICAGO DAILY PROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN © ST. LOUIS DAILY LIVESTOCK REPORTER 


THE - PUBLICATIONS, - OF - THE ~ LIVESTOCK - INDUSTRY 
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American Home Products 


Maps Postwar Program 


Sales Continue to 
Mount; Company 
Seeks New Items 


New York, April 18. — While 
readying many new products for 
postwar markets, American Home 
Products Corporation, one of the 
nation’s top advertisers, made it 
clear this week that intensive ad- 
vertising and sales activity are 
expected to boost its already mas- 
sive domestic and international 
trade. 


The company, founded in 1926, 
hung up a record mark for gross 
sales last year, $105,090,000, while 
its first quarter gross sales of 
$30,009,000 were 19% above the 
same °44 period, Knox Ide, presi- 
dent, recently informed § stock- 
holders at the annual meeting. 
American Home Products ranked 
eighth in the nation in gross 1944 
advertising expenditures in maga- 
zines, network radio and farm 
publications (AA, March 5), and 
is a heavy, consistent user of 
trade publication space. 

Postwar plans of the corpora- 
tion’s six operating divisions, 


which turn out more than 5,000| principal countries throughout the 
products, call for increases in sales| world. But much of the complex- 
staffs ranging from 30% to 100%,|ity is dispelled in the company’s 
Mr. Ide said. To help develop new| third annual yearbook, recently 
and improved products, speed re-|™ailed to stockholders and em- 


search and avoid duplicating ef- 
fort, the company last year or- 
ganized a new product develop- 
ment department, whose work is 
closely coordinated with the pat- 
ents and trademarks department. 
Its scientific personnel includes 
172 persons—double the number 
of three years ago. 

To the outsider, American Home 
Products at first may look like a 
hopelessly complex structure, with 
its 33 laboratories, 38 plants, 38 
sales headquarters and 55 ware- 
houses in the United States and 
Canada, and 24 wholly-owned 
foreign subsidiaries in England, 
South Africa, Argentina, Austra- 
lia, New Zealand, Mexico, Eire 
and India, and distributors in 
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MOST VITAL WAR 
ADVERTISING TASKS 


TIRES 


| DRIVE ONLY WHEN NECESSARY 
KEEP SPEED BELOW 35 MILES PER HOUR 
KEEP TIRES INFLATED TO PROPER PRESSURE 
RECAP TIRES BEFORE TREADS WEAR THRU 
AVOID QUICK STARTS AND STOPS 

BE SURE WHEELS ARE BALANCED 

BE SURE BRAKES ARE IN ADJUSTMENT 


IRS oh 


We are now in the most critical tire shortage period of the 
war. For the lack of new tires, thousands of cars, trucks 
and buses are already out of service. Think what this 
means to war production, to our civilian economy, to your 
company, to you. ... By promoting the urgent need for 
tire conservation, advertising men can help greatly to main- 
tain essential transportation in this emergency. Will you? 


FOUNDED 1901 


TIRE REVIEW 


THE No. 1 BUSINESS PUBLICATION FOR TIRE AND 


SUPER SERVICE STATIONS 


A BABCOX PUBLICATION — Edward S. Babcox, Publisher 


31 NORTH SUMMIT ST., AKRON 8, OHIO 
LOS ANGELES — J. H. Tinkham, 1406 S. Grand Ave., Tel. Richmond 6191 


OTHER BABCOX PUBLICATIONS 


BRAKE SERVICE—SUPER SERVICE DATA BOOK—TIRE REVIEW CONVENTION DAILY 


|ployes, and offered to others in 
lcurrent newspaper advertise- 
;ments picturing a 10-year growth 
|in gross sales and outlining the 
business philosophy that produced 
these results. 


Brush Outlines Policy 


The company’s philosophy, set 
forth by Alvin G. Brush, board 
chairman, in the 78-page, two- 
color yearbook, is “to help indus- 
try to do its part in winning the 
war and the peace; to advance 
research, technological and prod- 
uct development; to strengthen 
and coordinate all those manifold 
operations which mean sound 
management, manufacturing and 
merchandising; and finally, to in- 
sure, always, a fair and continu- 
ing return to our investors, em- 
ployes and consumers—in the ef- 
fort to speed all of us along the 
road toward better living.” 

Full-page photographs, graphics 
and charts help show how the 
company operates, with products 
which spread over five industries, 
none of which is expected to raise 
any serious reconversion problems 
after the war. 

The company’s income dollar in 
1944 came from industries in this 
proportion, the yearbook reveals: 
Pharmaceutical, biological and nu- 
tritional products, 35.4 cents; food 
products, 23.6 cents; packaged 
drug products, 22.2 cents; house- 
hold products, 13.1 cents, and cos- 
metics, 5.7 cents. 

The same dollar was spent in 
this fashion: Material cost and 


manufacturing expense, 39.9 
cents; sales promotion, 17.8 cents; 
general operating expense, 8.6 


cents; wages and salaries, 19.3 


aavertising Age, 4 pT , of 
cents; taxes, 8.3 cents; dividends 
2.5 cents; depreciation, 1 cent, ang 
expansion, 2.6 cents. Government 
business in 1944 comprised aboyt 
14% of the company’s gross sales 
decreasing about 1% from °43, ' 


‘Team in Action’ 


Presenting “the team in action” 
another graphic shows how over. 
all company policy, originating 
with the board of directors, goe; 
to an executive committee (com. 
prised of the president, board 
chairman, and executive vice. 
president and general manager) 
and then is channeled to three 
committees for action—the finance 
committee, operations committee 
and administrative committee 

Correlated with their work are 
the main domestic and foreign op. 
erating divisions, and 10 service 
departments, including advertis. 
ing and public relations. A_ post. 
war industrial relations commit- 
tee has already set up a program 
for the reemployment of service. 
men and veterans with handicaps 
resulting from service wounds, 

Major companies turning out the 
expanded line of pharmaceuticals, 
biologicals and nutritionals ip. 
clude Wyeth, Inc.; Ayerst, Me. 
Kenna & Harrison Ltd.; Interna. 
tional Vitamin Corporation and 
Emdee Laboratories. Wyeth alone 
embraces a pharmaceutical sery- 
ice through companies formerly 
operating as John Wyeth & 
Brother, Petrogalar Laboratories 
and Bovinine Company; a biologi- 
cal service through Reichel and 
Gilliland Laboratories, and a nv- 
tritional service through SMA 
Corporation and General Bio- 
chemicals, Inc. 


Introduces Purodigin 


Termed outstanding among new 
Wyeth products in 1944 is Puro- 


digin, first American-made digi- 


| 


960 KC — 1000 WATTS 
COLUMBIA NETWORK 


PAUL H. RAYMER COMPANY 


WHAT ? 


4,880 MINUTES | 
... Bought by Banks ? 


Yes, the South Bend story is different! South 
Bend banks used 4% solid broadcast days of 
WSBT program time in 1944, plus hundreds 


of spot announcements. But, wait— 


South Bend department stores used 23,020 
minutes or 21 broadcast days, plus 8,138 
spot announcements. All in all, 118 leading 
local advertisers, by waiting in line for avail- 
able time, conclusively prove that — 


South Bend KNOWS What Hooper SHOWS!” 


| % Overwhelming preference for WSBT. 
| Send for figures. They’re terrific! 


» National Representative 
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toxin (pure principle of digitalis) 
to be made in commercial quan- 
tities. Wyeth research has also de- 
yeloped a process for the commer- 
cial } production of methionine, an 
important amino acid produced 
ynder the trademark -Meonine 
used in treating liver damage), 
and Bornex, a new product used 
in eradicating head and body lice. 

In biologicals, Wyeth reports 
new production levels for penicil- 
lin, heavy processing of blood 
plasma for the Red Cross, and de- 
ian ment of Tubex allergens for 
treatment of allergic diseases. Its 
nutritional division has developed 
Soyola, a concentrate of soybean 
gil and rice bran for infants, and 
Caritol, a dietary supplement for 
infants ou adults. 

Ayerst, now operating new lab- 
oratories at Montreal, produces 
quality specialties in the hormone, 
vitamin, vaccine and antibiotic 
fields. International Vitamin Cor- 
poration, which cut prices of its 
vitamin line 20% last year, has 
enlarged plant facilities at Brook- 
lyn. Emdee Laboratories, distribu- 
tor of Vitamin Soft elastic cap- 
sules, tablets and elixirs, employs 
an exclusive franchise arrange- 
ment with independent retail 
pharmacists. 


Two Companies Merge 


Marietta - Harmon Chemicals, 
Inc.,, recently formed by a merger 
of ‘two subsidiaries, and now 
producing chemical war mate- 
rials, is prepared to turn to civil- 
ian color and dye markets as soon 
as possible. 

In the packaged foods field, 
American Home Foods, Inc., sales 
accounted for more than 23% of 
the total 1944 dollar volume, 
through three divisions — Harold 
H. Clapp, Inc., G. Washington 
Coffee Refining Company and P. 
Duff & Sons, Inc. 

During 1945, these products are 
being promoted by a force of 300 
salesmen directed by 22 district 
managers. Plant expansion is al- 
ready under way, and other ad- 
ditions are planned after the war. 
The company looks particularly 
for a greatly expanded G. Wash- 
ington business after the war. 


Sales Gain 850% 


American Home Products’ list 
of household products now totals 
110, including such well-known 
items as Old English wax, 3-in- 
One oil, Black Flag, Diamond 
dyes, etc. This division’s sales, 
says the company, have gained al- 
most 850% from 1935 to ’43. 

Despite wartime difficulties, this 
division started marketing of 
Wizard wick-type deodorizer last 
year, and plans a new household 
cleaner, Boyle-Midway is licensed 
to develop DDT as an insecticide 
for homes. It also reports use of 
impervium, a synthetic wax, in 
coating corrugated paper contain- 
ets for wartime supplies, and in- 
dicates that this product may be 
used later to coat heavy wrapping 
paper designed to protect machin- 
ery, tools and guns in shipment 
and storage. 

The household division labora- 
tories are to be expanded when 
possible, with a research staff 
tripled in size, and plans also call 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 


urban and suburban popu- 
lation. | 


“Independent S. sey of Providence Bulletin 


New Haven Register 


for expanded and improved man- 
ufacturing facilities in the U. S. 
and Canada. 


Vida-Ray Line Leads 


Best sales record in the cos- 
metics division was marked up by 
the Vida-Ray line, with a list ex- 
panded from the original eight to 
40 different cosmetic products last 
year. Included are a new Galli- 
vanting perfume, cologne, sachet, 
cold cream and toilet soap. De- 
mand for Vidafilm, a liquid make- 
up base, is said to have gone up 
sharply. Sales of the entire Vida- 
Ray line were tripled last year 
and although the entire division 
“again walked the tightrope of 
ingredient and packaging short- 
ages,” considerable gains were 
shown in other lines, too. The di- 
vision includes Affiliated Products, 
Inc. (House of Louis Philippe, 
Hopper preparations, Jo-Cur 


waveset products, and Vita-Ray), 
and Heather Company, which pro- 
duces lipstick, powder, rouge, etc. 

American Home Products reor- 
ganized its packaged drug division 
last year, following its major pol- 
icy of diversification and expan- 
sion. Lower costs and _ greater 
sales have resulted, the corpora- 
tion reports, and a new products 
group has been set up to seek 
new items, such as the new Hair 
Groom being tested in eastern 
markets. The sales force of the 
division, representing Whitehall 
Pharmacal Company, is being 
doubled and re-aligned, with each 
salesman now representing the 
full line instead of a separate 
product. 


Ad Campaign Planned 


The expanded detail and sales 
staffs are to be backed by a com- 
prehensive schedule of advertis- 


ing in medical, dental, nursing and 
osteopathic publications, and a 
special merchandising staff has 
been organized to improve point- 
of-sale methods for drug stores. 


Wide Drug Promotion 


Drug products widely promoted 
by Whitehall include Kolynos 
tooth powder and dental cream, 
Anacin, BiSoDol powder and 
mints, Benefax vitamins, Hill’s 
cold tablets and nose drops, and 
Freezone for corns. 

Foreign sales were greater, per- 
centagewise, than domestic opera- 
tions, gaining 21.9% last year in 
England and showing other ad- 
vances in countries not shut off 
by war. 

Overseas operations were re- 
organized last year under a new 
foreign and export division and 
two new companies were organ- 
ized, Wyeth International Ltd., 


43 


and Home Products International 
Ltd. Liaison groups are to work 
with these units and the U. S. 
companies in establishng uniform 
policies and practices, and in tak- 
ing advantage of the expected 
upsurge in postwar foreign trade. 

Each of the corporation’s sub- 
sidiaries maintains its own adver- 
tising and sales staffs, working 
with “a number of the most prom- 
inent advertising agencies whose 
services are fully utilized by the 
sales and advertising executives.” 
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GYlad to arrange tt—anuy Mouday 


They’re busy men, of course, filling their vital 
positions in the aviation industry. Their days are 
booked solid. They have little time for interviews. 


But part of their every-Monday-morning rou- 
tine is to read Aviation News, the magazine which 
keeps them swiftly and accurately informed on 
all aeronautical developments. 


It’s a safe bet that these men are interested in 
your story. Since they are the men who make avi- 
ation’s buying decisions, they must and do keep 


YOUR REQUEST will bring the 
"10,000 Key Men Who 
Shape the Course of Aviation’’. 


story of 


viation | 


McGraw-Hill Publishing Co.., 


informed on aviation products and services as 


well as news. 


These 10,000 men are top executives of our 


aircraft builders and of the plants 


parts, equipment, instruments, and accessories . . . 
military officials and civilian administrators who 
direct government aeronautical interest... 
ers and planners of U. S. airlines... 


of tomorrow. 


which supply 


lead- 
distributors 


They are the 10,000 paid subscribers of Avia- 


tion News. 


Inc. 


New 


CWS 


330 W. 


42nd Street 
York 18, N.Y. 


COVER ALL THE BASES WITH .. . AVIATION NEWS * AVIATION «+ AIR TRANSPORT 
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Join Federation 


Advertising Federation of Amer- 
ica has elected the following mem- 
bers: Germaine Monteil Cos- 
metiques Corporation, New York; 
Willard Tablet Company, Chicago; 
Marvin Hahn Advertising, De- 
troit; Robinson Outdoor Adver- 
tising Company, Lincoln, Neb.; 
WLAV, Grand Rapids, Mich., and 
Nickerson & Collins Company, 
Chicago. 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 


| organizations are .building postwar 
| reference files NOW. We have back 


issue files of most business papers. 


Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 


manufacturers and their advertising 
agencies use this service. 


BACON’SCLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS WC PAPERS WX MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 


Zimmerman Sees 
Super Mart Change 
fo Self-Service 


Boston, April 18.—Super market 
operators will follow up success- 
ful self-service grocery selling 
with postwar self-service instal- 
lations in other departments, M. 
M. Zimmerman, editor and pub- 
lisher of Super Market Merchan- 
dising, told members of the Bos- 
ton Advertising Club yesterday. 

After the war, he said, 84% of 
the operators will convert their 
meat departments to self-service; 
70%, delicatessen; 84%, produce, 
and 94% dairy. “An overwhelm- 
ing majority of super markets” 
plans to convert their drug, hard- 
ware, household equipment, and 
wines and liquor departments to 
self-service, he added. 

Advertising agencies “will find 
a new task cut out for them,” Mr. 
Zimmerman pointed out, in the 


form of utilizing new copy ap-| 


peals and sales approaches to con- 
form to the added importance of 
the package in its dominant sell- 
ing role in the self-service store. 
He said the “label must become 
a sales talk.” To this end, Mr. 
Zimmerman declared, the pack- 
aging industry is experimenting 
with and manufacturing pre-pack- 
aging materials which are not only 
attractive, but also protect per- 
ishable foods. 

Mr. Zimmerman visualized new 
postwar markets ranging from 
5,000 to 25,000 square feet in size, 
complete with parking lots, air 
conditioning, landscaping and 
playgrounds. New markets will 
be available mainly in cities and 
urban centers, and to a lesser ex- 
tent in community developments, 
he believes. Some of the super 
markets will also be equipped with 
locker plants where the house- 
wife can store meat, game and 
fresh fruits and vegetables for use 
all year, he said. 


INDEPENDENTS HOLD 
LEAD IN FOOD SALES 


New York, April 19.—Indepen- 
dent grocery and combination 


“Mr. Blunk’s tendency to violence 


is highly regrettable. Miss Love 


@ What has poor Thistlewaite done now? 


Possibly selected the wrong hour on the right station 
(or vice versa) for a spot campaign. Maybe accepted 
advice from somebody who'd recommend plugging 
Florida oranges in California if he smelled a chance 


for a sale. Maybe approved an unwise change in a good 


schedule. 


Free & Peters could save Thistlewaite a lot of trouble, 
if he’d only let us. The Quiz Kids would easily outclass 
us in general information, sure... 
spot broadcasting we either have all the answers or 


know where to get them. 


If you've got a few 


“spots” 


glad to be of service. How about it? 


ead in 6373 


N. Michigan NEW YORK: 444 Madison Ate. 
Plaza 5-4130 


FREE & PETERS, we. 


Pioneer Radio Station Representatives 


Since May, 1932 


SAN FRANCISCO: 111 Switer 
Sutter 4353 


but when-it comes to 


before your eyes, we'd be 


HOLLYWOOD: 633: Hollywood ATLANTA: 322 Palmer Bldg. 
Hollywood 2151 


ye 
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MARCH SALES OF CHAIN STORES 


+No comparison with 1944. 
aTwo month period. 
bSix month period. 


—T tT aa Jo Gain -———3 Months Cite 
Food Chains 945 1944 or Loss 1945 19 Or Logg 
Jewel . Sac 4505.38 $ 4,126,156 +9.2 $ 13,707,929 $ 12 2703 +117 
Kroger Groc. & Bak. Co..... 33,729,313 33, ‘231.330 +1.0 101,737,376 98. 180, | 449 
*National Tea .. 7,071 541 7'800:965 ae see, a ‘ 
Safeway ........ 48,775,292 47,829,807 +2.0 144,531,836 142,705,470 +13 
Group Totel . $ 87,009,989 $ 85,187,293 -+2.1 $259,977,141 $253,156.44 427 
Mail Order : 
aSears, Roebuck . $ 93,001,786 $ 78,623,881 +18.3 $162,903,119 $138,769,134 449, 
t*Spiegel 6,946, ‘983 Te 14,554,956 “en > 
aMontgomery ‘Ward 65,572,358 53,382,733 +22.8 110,134,279 90,899,173 4213 
— 
Group Total .. . .$158,574,144 $132,006,614 -+20.1 $273,037,398 $229,668,307 sigs 
Drug Chains : 
RE. oo caw an ..$ 1,012,630 $ 960,397 +5.2 $ 5,955,944 $ 5,643,| 455 
Peoples <...... a ‘980, 468 2,901,040 +2.7 8,378,907 8,220, 299 9 49 
Walgreen ..... 9.972.977 10,162 ‘503 —1.9 28.026.455 28,625,389 x9) 
Group Total ....... ....$ 13,966,075 $ 14,023,940 -—0.4 §$ 42,361,306 $ 42,488,256 3 
Variety and Miscellaneous 
ee ae errr ..$ 5,738,168 $ 5,080,414 +12.9 $ 12,346,620 $ 10,601,742 +i¢¢ 
Butler: Beats isis +'5 4c 10,526,534 11,281,004 —6.7 28,029,794 27,980,297 499 
Consolidated Retail Stores.. 2,810,636 2,202,103 +-27.6 6,548 549 5,241,403 +4246 
Diana Stores Corp. 1,118,434 811,967 +37.7 7,703,472 6,405,949 4202 
Edison Bros. ..... 5,600,161 3,666,352 +52.7 11,819,284 9,123,002 +4294 
Fishman, M. H... 596.414 416,910 -+43.0 1,334,526 1,108,750 +204 
Grant, W. T..... 17,324,660 12,110,075 +43.0 38,756,293 31,570,766 +4997 
aGreen, H. L... 6,336,469 4,974,539 +-27.4 10,772,975 9,165,621 +4175 
alnterstate pent 4,637,709 3,338,715 +369 7,538,227 5,792,132 +39) 
Kresge, S. S... 20,548,885 16,280,431 +26.2 49 372,443 44,512,223 +ig9 
ie 11,149,366 10,042,051 +11.0 28,921,179 27,665,956 446 
Lane Bryant, Inc 4 489 642 3,701,088 -+21.3 9,905 236 8,037,092 +4239 
alerner ....... 9 468,736 6,694,504 +41.4 15,126,521 11,583,782 +304 
MeCrory ....... 6,483,369 5,174,690 +-25.2 15,965,565 13,775,662 +155 
aMcLellan Stores 3,590,073 2,727,911 +31.6 6,304,228 5,134,654 +4298 
Murphy, G. C 8,809 615 6,486,306 -+35.8 21,098,481 17,009,745 4249 
Neisner Bros. 3,745,166 2,693,386 +39.) 8 536 608 7,147,525 +194 
Newberry, J. J. 8 ‘665 ,057 6,766,201 -+28.0 21,205,144 18,787,563 +128 
Penney, 49,268,421 38,481,193 428.0 119.486:934  99'634'148 Ligg 
Western Auto. 4 ‘049. ,000 2,978,000 -+36.0 11,088,000 8,588,000 +294 
Woolworth, F. W. 42,906,585 34,527,354 -+24.3 105.899.927 94,900,353 +114 
Group Total .. $227,863,100 $180,435,194 -+26.3 $537,760,006 $463,766,405 +69 
Combined Total $487,413,817 $411,653.04) +18.4 $1,113,135,851 $989,080.014 +25 
*Not included in totals. 


stores accounted for 67% of re- 
tail food store business in 1944, 
Progressive Grocer’s 1945 “Facts 
in Food and Grocery Distribution” 
reports, with chain grocery and 
combination stores doing 33% of 
the record $17,870,000,000 sales 
for the year. Independents totaled 
$9,610,000,000 in sales; chains, $4,- 
650,000,000; and specialty food 
stores, $3,610,000,000. 

Chains staged a slight come- 
back in 1944, increasing their sales 
9%, or $400,000,000, with inde- 
pendents increasing their volume 
slightly over 7%, or $650,000,000, 
and specialty stores 6%, or $200,- 
000,000. Specialty stores include 
meat and sea food markets, bak- 
eries, fruit and vegetable markets, 
candy and confectionery stores 
and dairy stores. 

Self-service operation continued 


service stores. The 


extension of the self-service 
ciple, the survey indicates, 
9% of 2,754 independent 
chants surveyed revealing 


ments and 40% 
The publication expects at 
store operators. 


Shell Promotes Tyler 
Watt Tyler, New England 


partment in New England. 


to expand in 1944, with 30% of 
independents’ volume in self-sery- 
ice stores and 48% in semi-self 
immediate 
postwar period will bring further 


prin- 
with 
mer- 
plans 


to build completely new stores, 
31% planning extensive improve- 
minor changes, 


least 


50,000 servicemen to become food 


sales 


manager of Shell Oil Company, 
has been appointed head of the 
company’s fuel oil marketing de- 


CIRCULATION Facts 
Asout Outpoors 


*Based on AB u 2 
Statement of Dec. 31, 1944 ¢, 
| ** Average increase of 38,252 
net paid over first six 
2 months of 1944 
f: A new survey of Outdoors 
= Market is in preparation. 
For early delivery, send us 
your name today, 
Dmitri Kessel Photo 


aes 


We know that space buyers 
want factual information based on 


actual “unjuggled” figures. 


offer no comparisons with other 


magazines . . . Outdoors is 
on its own merits and on its 


ord for producing results in keep- 
ing with its high quality editorial 
content and circulation .. . 


complete your coverage in the 


door Market, you need Outdoors. 


Here are the CIRCULATION FA 


Mail subscriptions (individual) 120,996 
Savetoimsigaya 107,095 


TOTAL NET PAID (no bulk) 228,091" 


Net single copy sales 


Maximil Rate .. 
Minimil Rate .. 


Page Rate per M...... ores ee .. 36 


Back Cover Rate per M . 


2nd & 3rd Cover per M. ........-..0 3.95 


OuTDOORS 


729 Boylston Street Boston 16, 
New York Chicago 


OUTDOORS SELLS THE SPENDING _ 


San Francisco 


We 


sold 
rec- 


To 


Out- 
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_ _— Age, April 23, 1945 
‘Heat in Harness’ 


Course Will Aid 


U. S. Servicemen 


New York, April 17.—“The larg- 
est educational program ever un- 
dertaken in the heating industry” 
js being launched by Minneapolis- 
Honeywell Regulator Company, 
Minneapolis, Arnold Michelson, 
BE yice-president, announced at a 
meeting of business paper editors 
here last week. 

Designed to teach the applica- 
tion of automatic controls and 
their installation and maintenance 
in connection with all types of 
heating systems using all kinds of 
fuel, the course will be offered free 
throughout the United States. 

To promote the program, “Heat 
in Harness,” the company is using 
a double truck advertisement in 
4 § 20 coal, oil, and gas business 
~ papers beginning in May. Further 
i) @ promotion will include the dis- 
44 B tribution of 80,000 cards to trade 
48 B unions. Four thousand reprints of 
>, | the course will also be dissemi- 
16 Bnated. Addison Lewis & Asso- 
rr dates, Minneapolis, is the agency. 
= A presentation, consisting of 800 
25 B slides, is expected to reach an 
audience of 10,000 within a year. 
Explaining the urgency of such a 
program, Mr. Michelson pointed 
out that of approximately 30,000 
oil burner service men before the 
of § war, only 5,000 are now in the U.S. 


wmin~o—VIneaonreen™ 


et | Cordial Account Nailed 
her | Down by Dennison 

‘in- Assertion in the story on the 
vith § Cordial Guild of America (AA, 
ler- § April 16), that Craig E. Dennison 
ans § Advertising Agency has been re- 
res, § tained by the guild, but that “it 
we- Bremains to be seen whether the 
ges. B enlarged organization retains this 
east agency permanently,’ has been 
food § challenged by R. I. Larson of the 


agency, who says that ‘Dennison 
has definitely been appointed the 
advertising agency for the guild.” 
“We feel it is necessary ... to 
remove any and all confusion as to 


we 
> 
— 
& 
- na 
I 


any, § agency affiliations regarding this 
account,” says Mr. Larson. ‘We 
 de- § are the advertising agency for the 


Cordial Guild of America and will 
remain so for a considerable pe- 
riod of time.” 


300,000 FM Jobs Seen 


ers| Bs oe 
‘on | {2 First Postwar Year 
We Frequency modulation will be a 
her $2,000,000,000 business in the first 
t postwar year, providing steady 
sold| $employment for 300,000 persons, 
rec- | § Walter J. Damm, president of FM 
eep- Broadcasters, Inc., forecasts on the 
‘al vasis of industry figures. 
orl “This rate of expansion for FM 
, To| § will continue for five years, keep- 
Out- | # 0g 262,000 persons at work in the 
oors. manufacture and distribution of 
| “ts, and increasing, meanwhile, 
cTs* | | ‘te employment of persons in the 
996 construction of new FM stations 
095 amd the operation of these sta- 


lions,” Mr. Damm added. Already 


YES, HE CAN HEAR 
WH KC, co.umM8uS, 
SINCE IT WENT 
FULL TIME, OAY AND 
‘ NIGHT 


* 

Full Time Day & Night 
The News Voice of 
Central Ohio 
Central Ohio's Only 
Mutual Station 
610 KC. 


* 
DOUBLE POWER & NEWS 
EVERY HOUR ON THE HOUR 


; NATIONAL ediensenates 
ADIO ADVERTISING CO. 
m 521 Sth Ave., New York City 

N. Michigan Ave., Chicago, Ill. 


on file with the FCC are 400 ap- 
plications to build new FM sta- 
tions. 


Halpin Adds Accounts 


John L. Halpin Advertising, 
Schenectady, has been appointed 
public relations counsel of the mer- 
chants bureau of the Schenectady 
Chamber of Commerce. The agency 
has also added the accounts of 
Capitol Tomato Corporation, Men- 
ands, N. Y., and Servatone, Inc., 
recorded music, and Radio Center, 
both of Schenectady. 


Introduce Coo Line 


A new line of baby toiletries, 
trademarked Coo, is being mar- 
keted by Childhood House, Los 
Angeles. Product designs, surveys 


Fisher Company. He 


and Supplies, Ottawa, since 1942, 
has been appointed manager of 
the Montreal office of James 
succeeds 
Clifton Train, who is being trans- 


ferred to the agency’s head office 
in Montreal. Before entering gov- 
ernment service, Mr. Humphrys 
was 
Guelph, Ont. 


45 


manager of the Mercury, 


on doctors’ and mothers’ prefer- 
ences on package and products, 


and a fall advertising campaign, 
were prepared by Smalley, Levitt 
& Smith, agency. — 


Heads Fisher Office 


Godfrey Humphrys, who has 
been with the priorities branch 
of the Department of Munitions 


ECHINICIANS 


WHAT FLECTROMIG 
: 


REA x * Scr, 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7 % YT 


ki more than ninety years, 


The Call-Bulletin has played a vital 
role: in the life and growth of San 
Francisco—the Gateway to the 
vast Pacific Basin. It has earned the 
enduring respect and friendship of 
the people it serves, thru its honest 
acceptance of its responsibility as 
a leader in this great metropolis. 
The Call-Bulletin is proud of its 
past, but more important, it looks 


forward to the future. 


SAN FRANCISCO CALL-BULLETIN 


REPRESENTED NATIONALLY BY 
PAUL BLOCK and ASSOCIATES 
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WORLD’S LARGEST 


“MANUFACTURER OF 


ADVERTISING 
SPECIALTIES"? 
. * 


Ist CLUE 


This plant is located in a city of 
300,000 (331,570 city zone) pop- 
ulation, situated on the banks of 
the Mississippi River. 


2nd CLUE 


This city has 12,334 retail outlets 
with annual retail sales of 230 mil- 
lion dollars, and represents one- 
half of the Nation's 9th Largest 
Market. 


3rd CLUE 


This city is served by 9 railroads 
and 2 airlines and is the capital 
city of a great Midwestern State. 


Yes, you have guessed it— 
SAINT PAUL is the name and it represents 


HALE wit’,, 9th LARGEST MARKET 


Bispalsh | 


RIDDER-JOHNS, 
NEW YORK 


INC.—NATIONAL REPRESENTATIVES 
CHICAGO ST. PAUL 


* Brown & Bigelow Co 
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AO al Fra N ao | - 1945 ———19 44, 
"ages Lines Pages Lines es ines ages 
GENERAL True Love & Romance — wa _ 
Ace Fiction Group.... 7.6 1,700 11.7 2,630 ere eres 50.0 21,429 47.6 20,427 
American Magazine 67.1 28,172 63.2 26,540 | True Romances ...... 54.3 23,293 47.7 20,456 
American Forests 11.3 4,746 17.2 7,224 ci, 87.0 37,335 76.0 32,5 589 
American Home ..... 62.9 39,770 62.2 39,296 | Vogue (2 issues)...... 177.5 112,167 170.5 107.754 
American Legion .... 25.0 10,491 23.3 10,021 | Woman’s Day ........ 46.2 19829 427 18°31 
Asia & the Americas.. 2.0 858 1.9 820 | Woman’s Home Com- ” 
Better Homes & PR. Src é 36.0.0 3.000 71.0 48,295 71.1 48,351 
Gardens ........... 59.7 87,725 62.7 39,625 ’ i a 
+Christian Herald .... 27.0 11,238 25.0 10,794 Tetal Group ....... 2,582.6 1,298,880 2,171.1 1,086,464 
Columbia ............ 5.3 3,613 4.3 2,941 STANDARD , 
Cosmopolitan .....i.. 78.0 33,447 68.7 29,486 American Mercury ... 8.4 1,536 7.5 1,368 
Dell Detective Group. 19.9 8,548 18.8 8,073 | Atlantic Monthly .... 50.0 21,000 46.0 19.3% 
Dun’s Review ....... 37.0 15,860 25.0 10,720 | Harper’s Magazine ... 53.0 12,610 43.3 10,284 
hot 2S RRS ae 15.6 6,549 15.2 6,364 ‘ ail 
Esquire (Natl.) ...... 85.0 57,085 82.5 55,437 Mees CAPO cctecis 111.4 35,146 96.8 30,972 
I, be Val ns co 5 ie 15.4 10,620 13.4 9,236 OUTDOOR 
lk a eae 185.5 117,236 204.0 128,928 American Rifleman.... 32.2 13,510 38.1 13,482 
Grade Teacher, The.. 25.1 11,050 19.5 8,602 Field & Stream....... 74.6 31,320 47.6 19.972 
House Beautiful ..... 117.3 74,154 73.0 46,111 Fur-Fish-Game ...... 17.8 7,618 12.8 5,480 
House & Garden...... 96.2 60,824 69.0 43,608 Hunting & Fishing... 24.0 10,110 19.1 8.021 
Improvement Era 18.7 8,007 18.8 8,099 | Outdoor Life ......... 71.9 30,187 53.4 22.445 
Instructor ........... 21.6 14,802 14.5 Seen | teeters .........i... 22.3 9,374 17.7 7.416 
Macfadden Men's Grp. 18.3 7,956 16.2 6,945 SS eS ae 58.0 24,691 37.0 15,944 
Mechanix Illustrated. 63.3 14,158 53.1 11,907 
*Moose Magazine ..... 3.0 1,260 5.0 2,100 Total Group ....... 300.8 126,810 219.7 92,760 
Motor Boating ....... 91.8 53,974 90.6 53,263 JUVENILE 
National Geographic.. 33.0 7,812 33.5 7,922 +American Girl ...... 13.8 5,774 10.9 4,658 
Nation’s Business 65.2 27,379 64.9 Been ) Mowe TAS. .66sccs cess 21.9 14,896 21.5 14,587 
Nature Magazine ..... 3.1 1,313 6.4 2,723 | Calling All Girls...... 23.8 9,057 16.4 6,255 
Popular Mechanics ... 125.0 28,000 106.5 23,856 See RO Ss a tate es 5.4 2,272 3.6 1,515 
Popular Publications.. 17.5 3,930 11.6 2,595 Open Road for Boys.. 13.8 5,780 11.5 4,816 
Popular Science ..... 125.5 28,112 103.5 23,184 
Promenade .......... 63.8 27,360 60.9 21,831 Total Group ....... 78.7 37,779 63.9 31,771 
PE 664s ck aw bas 55.0 23,597 40.2 17,249 WEEK LIES—MARCH 
EP 12.9 5,537 5.8 2,483 | American Weekly 64.0 64,035 60.9 60,914 
Scientific American 18.0 7,776 11.0 4,897 | aBusiness Week ..... 376.9 158,315 299.5 125,786 
Street & Smith All Christian Advocate 22.4 9,388 24.3 10,188 
Fiction Group ...... 5.0 930 4.5 wee | MOOONNONS .oki cc es ewsis 206.0 104,085 172.0 116,963 
ET ah ee 6 i952 36.4 15,302 36.0 126.5 54,279 71.0 30,468 
Thrilling Group ...... 19.1 4,284 15.9 3,570 bFamily Circle ....... 59.0 25,349 52.0 22,143 
Town & Country...... 112.1 75,299 88.6 59,591 ae Pe ee os a 51.7 22,178 40.1 17,196 
Woodmen of the World 5.5 2,167 3.3 0 ee ere 48.1 29,841 42.1 24,759 
py EE eee ee 87.1 51,230 84.5 49,686 re 162.0 69,500 86.5 37,099 
* IEE Se ies son ba 80k &5 247.0 168,303 300.0 184,08 
Zones Groep ....... 1,940.8 942,611 1,720.9 840,634 REE PES ae 82.0 55,758 80.0 54,398 
WOMEN Newsweek ........... 276.9 116,288 258.1 108,407 
ed t “er eevee eeeeneene 95 75 2 35 New York Times 
oo, © ona anaae is yt Magazine .......... 99.9 84,897 72.6 72,64 
eeeseaescevroesce ob. ’ -* oF,e 7 6 338 
Good Housekeeping... 125.0 53,628 115.4 49,517 | aNew Yorker ........ 264.6 113,508 329.2 Jeee 
Harper’s Bazaar ..... 165.7 104,727 134.5 84,989 | Pathfinder ........... 49.9 20,937 35.1 1, : 
ST aaa ee 22.6 17,099 14.6 11,064 | Parade .............-- 34.9 24,996 18.7 . 
Household ........... 19.8 13,457 22.0 14,946 | Pie ....----+++eeseeee 9.5 6,460 8.9 yo 
Ladies’ Home Journal 104.9 71,354 110.5 75,104 | aSaturday Evening Post 268.2 182,360 247.0 1670 
oy OS ea 19.3 8,249 10.8 4,603 DEEEGIO 6c etcen wees 31.3 13,147 26.8 i 
Mademoiselle ........ 164.0 70,356 160.2 68,711 This Week Magazine... 40.4 33,323 42.9 ry 
SieiaeaMr rh fs een 87.7 59,640 14.7 50,789 a eee 262.0 109,985 271.0 i 
Modern Romances cUnited States News.. 211.3 88,729 211.4 88,791 
ML iveehotbasnss. 60.8 26,069 50.1 21,49 1.416194 
Modern Screen (MM). 65.3 28,028 55.8 sa eat ese Group ...ss-3 2,994.5 1,591,661 2,650.1 1,416,134 
Motion Picture (F)... 72.3 31,014 61.8 ii 
*Movieland ........... 34.3 TEOOE Saxo lee conn *Not included in totals. 
Mavis THES oiccsiacecis 40.3 17,309 28.2 12,172 aFive issues 1945; 4 issues 1944. 
Movie Show .......... 30.6 20,800 24.5 16,642 bFour issues 1945; 5 issues 1944. 
Movie Stars Parade... 39.1 16,875 28.7 12,377 +Page size changed since last year. 
Movie Story (F)...... 67.3 28,868 58.7 25,177 cFive issues both years. 
ES Ny ee 42.4 17,417 28.4 12,243 CANADIAN 
Parents’ (N. Y. Metro Canadian Home « ost 
OED. cesdaasidasceter 103.0 44,183 92.2 39,555 ce oe 52.0 35,380 51.6 39,09 
Parents’ (Natl.) ..... 95.9 41,155 87.7 37,625 | Canadian Homes & 99.9% 
Personal Romances... 33.3 14,324 24.5 10,571 Gardens ..........+-. 38.6 25,934 33.1 a6 
Photoplay (Mac) 67.2 28,830 57.3 24,561 CAMN® cic ceccuan 78.5 33,700 73.8 16514 
*Real Romances ..... 23.9 10,277 .... ere eee 43.5 18,694 39.0 iis 
Radio Romances (Mac) 45.6 19,573 44.3 19, 003 | Maclean’s ..........-.-. 67.2 45,708 66.0 99,908 
*Real Story .......... S69 2087T .... enous Mayfair .........-..-. 70.7 = 47,507 = 49.0 Otay 
Screen Guide ......... 41.4 28,136 24.5 16,642 | NationalHome Monthly 42.0 28,644 38.0 18.079 
Screenland Unit ..... 45.2 19.400 37.9 16,272 | New World .......... 34.3 16,485 8636.8 | oe 
Screen Romances 62.3 26,733 51.6 22,144 | Revenue Moderne, La. 27.3 18,540 21.9 7%” 
EE alas 6 od ea 6.40 0 4:0 21.3 9,149 21.1 9,061 ommaannes 941,978 
Seventeen ....ceccsese 100.4 68,283 24.5 16,642 Total Group ....... 444.1 270,592 398.6 29% 
True Confessions (F). 71.5 30,700 59.5 25,519 ——_ 
True Experiences *March linage. 
6 Ree 50.6 21,720 48.0 20,593 +Five issues 1945; four issues 1944. 
—— 
; icul- 
i ol - the May Company, Los Angeles,;merly with Roy Parks, Agr 
Hillman-Shane Breyer has been named publicity director,|tural Advertising and ’ Research, 


Adds Accounts, Staff 


Monogram Picture, Los Angeles, 
appointed Hillman-Shane- 
Breyer, Los Angeles, to create and 


has 


produce transcriptions for 


tional exploitation campaign for the 
coming production “Dillinger.” The 
agency has also been retained by 
blouse 
manufacturer, to handle national 


Achilles of Hollywood, 


advertising. 


C. W. Culpepper has rejoined 
the company as director of re- 
search and media, following a tem- 


porary leave of absence. 


jory Hesse Orman, recently with | Chicago, 


and Nancy Holme has joined the 
space buying department. 


MacCallum to Fairchild 


Frank MacCallum, advertising 
manager of the Brooklyn Citizen 
for the last ten years, has joined 
the advertising staff of the Daily 
News Record, a Fairchild publica- 
tion. 


Join Poultry Board 

Emmett P. Langan, research di- 
rector of K. E. Shepard Company, | 
and C. F. Smith, for-| 


a na- 


Mar- 


Ithaca, N. Y., have 
Poultry and Egg National 
Chicago. 


Smith, Bull to NY 


Smith, Bull & McCreery, Holly- 


wood agency, will open 
offices in New York 
1. The branch will be un 


direction of F. J. Smalley JT be 


has joined the agency 


signing as commercial manage 
wore The ageag 


other cities 


of KFVD, Los Angeles. 
plans branches in 
throughout the country. 


joined the 
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13,482 
19,972 
5,480 
8,021 
22,445 
7,416 
15,944 


92,760 


4,658 
14,527 
6,255 
1,515 
4,816 


31,771 


60,914 
125,786 
10,188 
116,963 
30,463 
22,143 
17,196 
24,759 
37,099 
184,025 
54,398 
108,407 


72,643 
98,338 
14,759 
13,419 
6,035 
167,933 
11,511 
36,467 
113,891 
88,797 


(416,134 
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Ham Charity Show 
Was Springboard 
for Lum & Abner’ 


Hollywood, Cal., April 17.—A 
radio success story that began 
when two young Arkansas busi- 
ness men offered to perform in a 
charity revue, will be celebrated 
with the Blue Network broadcast 
of the 15th anniversary program 
of “Lum and Abner,” April 25, 
7:15-7:30 p. m., CWT. 

It was following the charity re- 
ye, in which they portrayed 
plack-face comedians, that Chet 
Lauck and Norris Goff were called 
on at their Mena, Ark., places of 
pusiness and persuaded to do their 
act over station KTHS, Hot 
Springs, in a-show given to raise 
additional funds for the homeless 
survivors of the Arkansas flood 
that spring. 

Awaiting their turn to perform, 
the pair heard the preceding act 
suddenly “go blackface” as it 
went on the air, and on the spur 
of the moment hit on the idea of 
presenting a routine with Ozark 
Mountain characters. Their first 
performance established the pair 
and they were signed to a contract 
on KTHS. Then came a trial and 
a contract in Chicago with their 
frst sponsor, the Quaker Oats 
Company. 

In the intervening years, “Lum 
and Abner” were sponsored on 
the Pacific Blue network, Mutual 
and NBC by others, including the 
Ford Motor Company and Hor- 
licks Malted Milk Corporation, 
before returning to the full Blue 
network of the American Broad- 
casting Company in 1941 for their 
present sponsors, Miles Labora- 
tories, Inc., Elkhart, Ind. 


Dailies Use 2.7°/, Less 
Newsprint in Quarter 


During the first three months of 
1945, daily newspapers reporting 
to the American Newspaper Pub- 
lishers Association used 563,057 
tons of newsprint, a decrease of 
271% under the first three months 
last year. Total estimated news- 
print consumption for March this 
year was 279,726 tons, and for 
the first three months was 776,630 
tons, 

Newsprint paper used by re- 
porting papers during March, 
1945, was 202,802 tons, an increase 
of 0.5% over March, 1944, and a 
decrease of 21.6% under March, 
1941, base year for calculating al- 
lowable use by newspapers. 


Knox Signs Thriller 


The Knox Company, Los An- 
gles, for Nixoderm, on Sunday, 
April 22, begins sponsorship of 
‘Murder Is My Hobby” as a 
weekly feature over the Don Lee 
letwork, 8:30-9 p. m., PWT. Con- 
Wact terminates Oct. 14. Agency 
8 the Raymond R. Morgan Com- 
pany, Hollywood. 


To Push Filter Queen 


_Waters & Co., manufacturer and 
ales engineering firm of Toronto, 
‘as been appointed exclusive man- 
wacturer and distributor in Can- 
ada of Filter Queen bagless 
Yatuum cleaner, product of 
Health-More, Inc., Chicago. 


any Way 
YOU MEASURE IT 


Dieset ProGress reaches key 
men who purchase equipment 
and supplies. They can be 
_ turned into customers for you. 
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Davis Appoints V.P. 


Paul S. Weil, director and gen- 
eral manager of Bryan Davis Pub- 
lishing Company, New York, pub- 
lisher of Communications and 
Service, has been elected a vice- 
president. 


Fanning to ‘Newsweek’ 


William J. Fanning, with the 
promotion department of Good 
Housekeeping for the past seven 
years, as supervisor of creative 
production, has joined Newsweek 
in a similar capacity. 


WROX to Mutual 


WROX, Clarksdale, Miss., on 
May 1 will join MBS as a full- 
time affiliate, bringing the net- 
work total to 256. WROX, owned 
by Col. Bernie Imes Sr., operates 
on 250 watts, 1450 kc. 


Meyer-Both Page 
Offers ‘Maritime 
Day’ Morale Ads 


Chicago, April 17. — A special 
“Maritime Day” page of ads for 
use May 22 will be featured in 
the May issue of the Meyer-Both 
General Newspaper Advertising 
Service, Lt. Comdr. S. H. McCon- 
nell, chief public relations officer, 
USMS, announced today. 

Through the suggested ads of- 
fered, local advertisers are urged 
to participate in the nationwide 
observance of “Maritime Day” as 
a morale builder for merchant of- 
ficers and seamen already in serv- 
ice and for the men now in train- 
ing. 

The Meyer-Both page includes 
one 5-column and four 2-column 


ads stressing the work of the 180,- 
000 officers and men trained by 
the U. S. Maritime Service to sail 
freighters and tankers which 
transport the 8 to 12 tons of sup- 
plies necessary for each combat 
soldier overseas. 


Names Lewin 


Packing Products Company, 
New York, importer of lactic and 
rennet casein for use in paint, 
paper and chemical industries, has 
appointed the industrial division 
of A. W. Lewin Company, New- 
ark, to handle advertising. 


Changes Format 


Soda Fountain Management, 
New York, with the May issue, 
will change page size from 45%” 
by 8” to the standard 8%” by 
11%” with 7x10” three-column 
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page. Editorial departments and 
features will be redesigned to fit 
the new format. 


Wilson Bros. Elects 


George Layman of the sales de- 
partment of Wilson Brothers, Chi- 
cago, has been elected vice-presi- 
dent. Morris Wilson, member of 
the founding family, was reelected 
vice-president, and made a mem- 
ber of the board. 


SOLD! SOLID! » SOLD! SOUND! — 


Ross Srevens 


Special Editions, sections, pages are sold 
solid and soundly on an insured program 
Free survey at your request! 

sarees, ORTSMOUTH, NEW HAMPSHIRE 


"What's coo 


kin’ 


in Boston? 


Fun is cooking, when Mildred Bailey gives her special 


brand of meal-making magic over 


WCOP, 


“Food Is Fun” is a refreshingly new and different 


participation program. Mildred is s 
it up at B Ww bofly 
women of Worcester over WTAG 


to cook whether they like it or not. 
They want something to make them like it, They,< 


need recipes alone. = most of them 


in recipes. Mildred’s recipes are tops” 


for taste and practical about péint 


Women love her gey music Gnd pleasing patte si 
“Food Is Fun” lures listeners because 
Mildred is no mere kitcheneer. She's a domestic — 


scientist with plenty of background 


merchandising know-how, too acquired ot 


WTAG, and before that, 


with KPO and other top coast stations, 


Do you know @ sponsor's bandwagon when y 
one? “Food is Fun” runs on WCOP 
Monday through Saturday from 1:30 to 

Hop on while there's room! , 
Costs and availabilities from 


NEW TO THE BLUE JUNE 15th 


WCOP Boston 


7 


A COWLES STATION 
Represented nationally by the Katz Agency 
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Farm Magazines 
Gain 9.3% in Ad 


) lines, gained a similar amount. 
Among those reporting for 
March issues, monthly publica-| 
tions carried 32,667 lines, up 
Fe 43.7%; semi-monthlies, Rae | 
109 lines, were 14.3% ahead; bi-| 
Volume for April weeklies, with 155,253 lines, were | 
Chicago, April 18.—With only | up 23.9%; and weeklies, Carrying | 
March issues of dailies on the/a total of 73,858 lines, were 8% 
minus side, April farm magazines | ahead. ke: 
and all other farm publications Canadian farm publications, the 
scored gains in advertising linage,| majority of them reporting for 
according to the Apvertisinc Ace! March issues, carried a total of 


tabulation. 410,638 lines, a 10.2% gain over 
March dailies, carrying a total | similar 1944 issues. 
of 221,844 lines, were off 14.8% 


for the month. | ; A 
The April farm magazines, with | Bart Joins AS 


326,551 lines, were 9.3% ahead of| Hendry Lars Bart, formerly 
similar issues of a year ago and | managing editor of Industrial Avi- 


April issues of monthly farm ation, Plastics, Sea Power, Liberty 
. , 201 and the Los Angeles Examiner, 
eh Se Se a ee |has joined American Standards 
Association, New York, as direc- 

tor of public relations. 


RE Na a / a 
ANGERS are BUYERS | 


oo ie 
Sell 72.000 alert Grange families! 


Oregon, Washington. Idaho, with Premium Club Elects 
fornia, Oregon. 


sr one low group rate is New board members of the Pre- 
oaciFic, GRANGE FARM GROUP S| mium Industry Club of Chicago 


Mills Bidg., San Francisco are Henry Muth, Jewel Tea Com- 
Hastie, New Yow ssidwast |pany, Al Smith, Chicago Electric 


Company, and J. R. S. Crowder, 
Republic Company. 


= oud 
Meet KWK’s Rush Hughes — 
Heard Twice Daily on Kansas City’s WHB 


Out here in Missouri, where people © WHB exploited his programs with 
have to be “shown”, folks know a___ extensive"plug” announcements,and 

ood thing when they see and bear a two-month showing of 24-sheet 
it! That's why Rush Hughes, with posters throughout Greater Kansas 


his “Song and Dance Parade”, has 
a 4.9 Hooperating, mornings in St. 
Louis ... and has already earned a 
4.7 in Kansas City with the same 
type of show, afternoons. And he’s 

etting more popular every week! 

hey /ike him in Missouri ... and 
out in Kansas, too! 


You'll dike doing 

' business with 

_ WHB, — “the- 

- station-with-agen- 
cy-point-of-view”, 

‘ where advertisers 
are clients who must 
get their money’s 
worth in results. 
If you want to sell 
the Kansas City 
market, WHB is 
your happymedium 


City. In six months on the air over 
WHB Rush Hughes has become a 
“top name” throughout the Kansas 
City area, producing spectacular re- 
sults for sponsors such as General 
Baking (Bond Bread). Let us tell 
you more about it, and about avail- 
abilities on these two WHB shows. 


“the FIRST FIVE” 


Tig 6:15 pm 


For WHB Availabilities, ‘Phone DON DAVIS 


at any of these “SPOT SALES” offices: 
KANSAS CITY ..... Scarritt Building . ... . HArrison 1161 


NEW YORK CITY . . . 400 Madison Avenue . . . Eldorado 5-5040 
CHICAGO ..... 360 North Michigan ..... . FRAnklin 8520 
HOLLYWOOD . . Hollywood Blvd. at Cosmo . . HOllywood 8318 
SAN FRANCISCO ..... 5 Third Street ..... EXbrook 3558 


KEY STATION for the KANSAS STATE NETWORK 


Kansas City * Wichita + Salina + Great Bend + Emporia 
Missouri Kansas Kansas Kansas Kansas 


| Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor » Business Exhibits 


APRIL ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial ercial 
Display | Display 
Excluding Excluding 
Poultry, Poultry, 
Livestock | . Livestock 
~~ -Total Advertising and Classified -——Total Advertising——, and Classifies 
r 1945 1944—— 1945 1944 ——1945 ———1944——, 1945 1944 
Pages Lines Pages Lines Lines Lines | Pages Lines Pages Lines’ Lines Lines 
Indiana Farmer's 
FARM MAGAZINES Ome mn... a aida a 36.6 28,703 28.5 22,332 21,851 15,77 
Ta “<> ley Kansas Farmer ... 34.3 26,075 34.0 25,831 21,752 20,36 
Capper’s Farmer.... 43.3 29,477 46.1 31,366 28,135 30,004 Michigan Farmer... 41.1 31,573 34.5 26,483 27,687 22 61; 
Country Gentleman. 61.2 41,590 65.7 44,658 39,646 42,789 | wigssouri Farmer... 6.0 4,715 4.2 3,296 4,159 2 T45 
Farm Journal & p Lin a . | Missouri Ruralist... 32.9 25,031 26.9 20,472 21,072 17,34 

Farmer's Wife 68.7 29,496 64.0 27,510 28,386 26,237 | Montana Farmer... 44.0 33,466 38.0 28,845 23,518 29 97 
Progressive Farmer: Nebraska Farmer... 55.0 41,991 51.0 39,130 35,902 33,69 

Carolina-Va. | New England 

i a 47.5 34,570 39.6 28,808 32,710 26,705 | Homestead ...... 47.0 32,869 43.3 30,294 25,595 23.95 
Ga,-Ala.-Fla, ’ Pht ov ago | Ohio Farmer ...... 47.4 36,381 41.3 31,709 33,025 2859) 
Edition é .. 47.7 34,761 40.2 29,294 33,041 27,142] Oregon Farmer 44.8 33,889 33.0 24,956 30,839 21.94; 
Ky.-Tenn.-W. Va. bs . Oregon Grange ‘ 
Edition ........ 7.1 34,310 39.1 28,473 32,724 26,565 Sg ee 13.9 19,040 17.5 15,022 19,040 15,999 
Miss,-La,-Ark - i : __ | Pennsylvania Farmer 48.0 36,875 34.5 26,470 33,757 23,59) 
DEE gas us be © 46.3 33,716 37.8 27,608 31,961 25,495 | Utah Farmer ..... 23.6 17,774 21.6 16,367 16,974 9.97 

Texas Edition 47.4 34,503 39.2 28,526 32,425 26,190 | wajllaces’ Farmer & aie 

*In all 5 Editions 40.9 29,752 33.8 24,636 28,708 23,329 Iowa Homestead. 62.3 48,879 62.5 48,906 43,440 42 74% 

*Aver. 5 editions. 47.2 34,371 39.2 28,622 32,572 26,419 Washington Farmer 45.6 34,437 33.5 25,450 31,387 29 99° 
Southern Agricul- *Western Dairy 

UGE aa « cA 25.0 17,507 26.3 18,405 16,542 16,756 Journal eee SY ee 1,700 
Successful Farming. 81.0 36,621 76.0 34,323 34,719 32,186 | western Livestock 

: —— > —- et ee ee P| ee rs 4.9 35,688 82.4 34,617 16,102 14.69: 

Total Group...... 515.2 326,551 474.0 298,871 310,289 303,398 | Wwigconsin Agricul- 4 

FARM PAPERS CONG Ss SST ess 47.6 37,329 47.4 37,190 32,673 33.57% 
Total Group...... 909.4 668,109 804.6 584,506 564,163 478,77% 

sevteteneel Leet: th lng rin Yo ie 

. het = sats shies 7 ene eae =o 4 , | American Agricul- 

ers ~~ PP Ar 32.5 6,370 25.3 4,949 6,37 949 turist 35.6 25,951 34.8 25,328 22,394 2249 
American Fruit ee, ae “se @6 hee ans oan an ai eaten 

Grower ........ 20.0 8,681 20.0 8,564 8,295 8,331 pe En lO ag el ++ 46.2 34,917 28.3 21,368 32,618 19.6% 
par «+ lena Seance 51.8 39,147 37.% 28,021 37,551 25,137 

astern Wdition.. 477 90,455 46.8 (e@esasee7 “aine1 | PSrymaneleague =| gases bees iz 

Central Edition... 38.7 16,590 36.6 15,698 11,626 10,323 oe ee eS. OPS “4 aa ! gd ” 

Western Edition.. 29.4 12,605 28.6 12,264 9,931 9.178 aPrairie Farmer.... 67.0 48,718 60.0 43,944 37,338 35,169 

« * ; “7 = oe 4 eee R 75 — ae -lCtC— EE 

sin aif 3 Bditions 27.4 W788 26.4 11,396 9665 = =—8.781 | =Total Group......209.6 165,253 169.3 126,312 134,965 107,4% 
cBetter Farming 28.7 6,037 12.9 2,721 6,037 2,721 Weeklie March 
Better Fruit ...... 5.0 6,302 16.2 6,838 6,302 6,838 | Kaoper’s Weekly... 11.0 24,621 9.3 20,778 12,750 10,951 
Breeder's Gazette... 23.4 10,549 20.0 9,002 8,689 7,232 bWeekly Kans s City ‘ il po ae — _ 
Calif, Citrograph... 21.0 14,056 18.0 11,900 14,056 11,900 eS tg ms o¢ 9 947 err ¢- ae 
*Carolina Co-Operator 8.5 , 745 9.7 3.840 3.505 3,750 WEEE seenisouaes +s 30.0 49,237 19.3 47,619 38,457 35,959 
Cattleman, The.... 56.1 23,583 50.1 21,028 15,431 — 12,800 a 4 uieben aka. 2 * , 
Cooperative Digest. 26.8 6,645 148 $097 5,665 £007] Soret Groep..-... 930° T5068. 88.6 69,807): 61207" ie 
Electricity on the Chica ni 

ae °° 9 741 ‘ 2 " go Daily 

hewn TE OEE 20.2 (7,199 11.2 4,066 7,199 4.0661 " Drovers Journal.. 25.5 54,274 30.8 65,662 35,130. 40,732 
Farm and Ranch 33.3 25,210 33.8 25,654 22,105 22,040 Kansas City Daily : —— 
Farmer-Stockman.. 25.0 18,802 23.0 17,675 17,677 16,241) “Drovers Telegram 32.8 69,965 35.6 75,799 44,614 40,991 
Florida Grower . 15.4 10,480 11,0 7,485 10,053 6,975 Omaha Daily Jour- 

Kentucky Farmers’ - _S ‘ or oe ate ¢ ae P can 

es * Saiiead 16.7 13.06% 15.6 12.192 11.162 10,295 tae I . Tas 25.9 65,218 34.5 73,494 42,116 66,943 
Michigan Farm News 1.7 3,440 = 1.7 3.415 3,402 S568 1 wena eee, tie | eae ote Be . 
National Live Stock ee eee i Peay = onde ie sd aie == 
Seen ssesssse SOG TCE 8.0 ERP 8SP (OE) 6(Gelal Giees:....: 104.1 221,844 122.2 260,324 149,151 166,642 
New Jersey Farm Pa of 

and Garden 37.0 16,806 36 16,35 13,958 15,004 *Not included in totals 
Ohio Farm Bureau iin 4 . cae: daeas ss 

News ...... toes 42.0 7,145 34.0 5,852 6,896 6,663 ee gece sean ee eae 
Poultry Tribune: iieiiets mint : ' fa ‘ ; 

Eastern Edition.. 62.0 26,605 57.3 24,611 16,641 15,104 eMarch and April issues combined. 

Central Edition... 50.5 21,666 47.6 20,424 15,395 13,849 

Western Edition... 40.9 17,550 39.4 16,927 13,645 12,901 CANADIAN 

Pacific Edition 42.2 18,104 42.7 18,354 14,448 13,630) *Canadian Country- 

*In all 4 Editions 38.4 16,478 36.4 15,617 13,147 12,259 TAR sccscceoasvce 63.1 37,182 36.7 25,693 28,376 20,334 
Southern Farmer... 4.8 3,841 6.1 4,126 3,841 4,126 | Country Guide, The 43.5 31,228 37.3 26,870 31,228 26,066 
Southern Planter... 29.8 20,853 28.1 19,660 19,011 17,865 | *Family Herald & 

- - — —<— —_—_—_— Weekly Star: 

Total Group ..... 771.2 349,201 685.0 319,424 275,716 256,481 Eastern Edition... 75.6 75,588 78.5 78,463 652,844 652,567 

Monthlies—March Western Edition... 64.7 64,660 65.7 65,721 49,816 48,72 
Arkansas Farmer... 15.1 14,429 12.3 9,362 14,429 9,362 | Farm & Ranch 
Idaho Granger ae DL ees 6.4 8,022 12,544 8,022 Review ...... «+++ 40.0 17,397 32.0 15,461 16,389 14,697 
Nation's Agriculture 12.7 6,694 11.2 5,349 5,694 5,349 | *Farmer’s Advocate 

—- — - & Home Magazine 44.5 31,176 40.8 28,529 25,034 23,393 

Total Group...... 39.4 32,667 29.9 22,733 32,667 22,738 | *Farmer’s Magazine 34.0 23,988 30.0 20,959 21,738 18,461 

Semi-Monthly—March *Free Press Prairie 
California Grange i. area eee 52.4 57,682 50.4 55,466 45,061 48,901 

OWE cctisccegess 12.0 4,232 8.0 3,000 4,232 3,000 | *Western Producer. 67.0 71,737 51.9 655,560 37,839 28,703 
Dakota Farmer 36.0 27,905 30.0 23,306 24,954 20,561 a eae eee wsadadaale 
Farmer, The ..... 59.6 46,729 61.0 47,821 39,234 38,9756 Total Group...... 474.8 410,638 423.3 372,722 308,325 281,843 
Hoard’s Dairyman.. 41.3 30,063 38.6 28,113 26,782 24,860) - ~ 
Idaho Farmer ..... 45.6 34,475 32.9 24,906 31,187 21,783 | *March linage. 


Heads Smith Circulation 


M. M. Devans, formerly a cir- 
culation promotion executive with 
Curtis Publishing Company and 
Simmons-Boardman Publishing 
Corporation, has been appointed 
circulation promotion manager of 
W. R. C. Smith Publishing Com- 


pany, business paper publishing or- 


ganization, Atlanta. 


Lake, Logan Head 
Graham-Paige Sales 


E. Peerce Lake has been ap- 
pointed general sales manager of 
Graham-Paige Motors Corporation, 
Detroit. He has been vice-presi- 
dent and general manager of War- 
ren City Mfg. Company, Graham- 
Paige subsidiary at Warren, O. He 


Merchandising Displays 


with Beauty, Function and 


Force 


—_— 


= 
AT Lo 


a a oo iol e 


fi ; Display Guild offers a complete planning, design- 
ing, and fabricating service in point-of-purchase 


displays, including dispensers, stands, cabinets and 
merchandisers, as well as our customary “idea-to- 
construction” service in the building of exhibits, 
interiors and dioramas. We will be glad to discuss 
post-war displays. Phone: NEwtown 9-5220. 


was previously with General Mo- 
tors for 18 years and was on leave 
of absence as vice-president and 
general manager of Columbia Ma- 
chinery & Engineering Corpora- 
tion, Hamilton, O., before joining 
Graham-Paige. 

Glen L. Logan, formerly assist- 
ant to the general sales :nanager 
of Packard Motor Car Company 
has joined the company as assist- 
ant sales manager. 


J&J Elects Two V.P’s 


George W. Achenbach and H. J. 
Henry, with Johnson & Johnson, 
New Brunswick, N. J., manufac- 
turer of surgical supplies, as di- 
rector of purchases and merchai- 
dising, respectively, have bee® 
elected vice-presidents. 


To Issue ACA Blue Book 


The ninth edition of the Ass® 
ciation of Canadian Advertise 
“Blue Book,” ‘circulation brea 
down of Canadian media, will 
available early in May in a new 
looseleaf, 8%” by 14” format. The 
1945 edition will separate urbam 


and rural market coverage. 
id 


POSTWAR 
FARM MARKET 


Farm leaders were advising farm tolls 
before the war, and will still be on the job 
in the postwar period. They are permanent! 
leaders, and the farm market is a permanent 
market. Keep these leaders up-to-the-minut 
on your postwar program thru 
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Glass Container 
Mckers Form New 
Industry Group 


Toledo, April 17.— The Glass 
Container Manufacturers Institute 
has been formed here and incor- 

rated in Ohio as a non-profit 
trade association. 

Incorporators of the _ institute 
are: Roy R. Underwood, Knox 
Glass Association, Knox, Pa.; Rob- 
ert L. Warren, Brockway Glass 
Company, Brockway, Pa.; John H. 
Ban, Fairmount Glass Company, 
Indianapolis; Francis H. May, Fos- 
ter-Forbes Glass Company, Mar- 
jon, Ind.; George F. Lang, Carr- 
Lowery Company, Baltimore; 
Louis F. Gayner, Gayner Glass 
Works, Salem, N. J., and Fred E. 
Fuller, Toledo attorney in charge 
of the legal details. 

None of the members was a de- 
fendant in the recent Department 
of Justice anti-trust suit in which 
the court ordered the dissolution 
of the Glass Container Association 
and enjoined the defendants from 
forming or joining any such asso- 
ciation for five years. 

Mr. Fuller said that the institute 
will try to preserve and maintain 
the fullest possible competitive 
conditions in the glass container 
industry. It will work for the de- 
velopment of standards, handling 
of industry traffic problems, coor- 
dination for war requirements, 
compilation of statistics and dis- 
tribution of research information. 


Essential’ Paper 
Sales Boosted 
by Union Bag 


New York, April 17. — Despite 
shortages of manpower, transpor- 
tation, etc., which permitted only 
a slight increase in total industry 
production of kraft pulp in 1944, 
Union Bag & Paper Corporation 
points out in its annual report 
that its production of “grades 
considered most essential by the 
WPB increased 70% over our pro- 
= of these same grades in 

Union in 1944 expanaed by 27% 
shipments of pulp from Savannah, 
Ga., to other mills which do not 
have facilities for producing their 
own pulp and which formerly 
converted imported pulp. Al- 
though total industry production 
of kraft board declined slightly 
last year, Union’s kraft board 
shipments increased 5%. 

The company’s shipments of 
waterproofed paper, nearly all of 
which is used for protection of 
overseas shipments, rose 50%, and 
of multiwall bags, for overseas 
shipments and essential goods 
here, were up 65% last year. 

Union’s sales have risen steadily 
from $6,442,043 in 1932 to $39,- 
021,078 in 1944. The latter figure 
represents an increase of about 
$5,500,000 from 1943. Net income, 
after taxes, climbed from $5,345,- 
037 in 1943 to $6,547,716 in 1944. 


a 


500,000 


= 


STOCK PHOTOS 


‘ WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


WABASH AVENU! 
cHIcaAGco 


New York IAA 

Picks Adin Davis 

Adin L. Davis, advertising man- 
ager of Worthington Pump & Ma- 
chinery Corporation, has been 
elected president of Industrial Ad- 
vertising Association of New York, 
succeeding Bernard L. Dolan, Pe- 
ter A. Frasse & Co. 

Schuyler Hopper of Schuyler 
Hopper Company was named Ist 
vice-president; Spencer Jones, 
consulting engineer, 2nd _ vice- 
president, and Charles W. Shu- 
gert, Shell Oil Company, secre- 
tary-treasurer. Mr. Dolan and 
Alfred M. Street, Jenkins Bros., 
valves, were elected active direc- 
tors, and Anthony W. Marshall, 
Bryant Press, and Robert N. 
Caird Jr., Gulf Publishing Com- 
pany, associate directors. 


Terms of all officials have been 
changed from one to two years. 


Harper Named V.P. 


Marion Harper Jr., manager of 
copy and radio research, has been 
named vice-president and manager 
of the central research department 
of McCann-Erickson. He has been 
supervising the agency’s continu- 
ing studies of reader interest in 
magazines and newspapers and of 
radio listener reactions. C. A. 
Hoppock, vice-president, and L. 
D. H. Weld continue as directors 
of research. 


Rexall One-Cent Sale 
Again Plugged on Air 
United Drug Company, Boston, 
has prepared four quarter-hour 
transcriptions to be heard on more 
than 200 stations April 29, May 1, 
3 and 5 to promote the annual 
one-cent sale in Rexall drug 
stores throughout the country. 
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sponsorship April 6 of Moore and 
Durante on CBS, has titled the 
program “Rexall Radio Show,” 
and is plugging Rexall stores and 
Puretest aspirin in commercials. 
Agency is N. W. Ayer & Son. 


Titled “The Rexall Hollywood Re- 
vue,” the transcriptions feature Al 
Pearce, Cass Daley, Kenny Baker, 
Harlow Wilcox and Lud Gluskin’s 
orchestra. 

The company, which took over 


It’s Birch of Boston 


| for 
gy Outdoor Advertising 


NEW ENGLAND 


Write fer tree descriptive booklet “Mew England the individual.” The Birch Co. 216 £ Tremont Street, Bestos 16. Mass lel. Hubbard 1057 


ei . | ‘ 


19, 715,866,000.00 


U. S. DEPARTMENT OF AGRICULTURE FIGURES SHOW 
SOUTHERN CASH FARM INCOME HIGHER IN 1944 
THAN IN ANY PREVIOUS YEAR IN HISTORY: 


WENMe sw te ee 8 
NORTH CAROLINA. . 
OKLAHOMA 
GEORGIA .... . 
MISSISSIPPI. . . . . 
KENTUCKY . ... . 
ARKANSAS. ... . 
FLORIDA .... 
VIRGINIA . . « « 
TENNESSEE . ... .» 


~ 


ALABAMA .... . 
LOUISIANA. ... . 
SOUTH CAROLINA . . 
WEST VIRGINIA .. . 


TOTAL .. . 


- «+ » $1,246,839,000.00 
or ae 620,212,000.00 
et a 481,371,000.00 
ae oe 382,806,000.00 
e.%. 4 382,158,000.00 
o 8 374,439,000.00 
— or 360,419,000.00 
‘2 % 335,950,000.00 
ee 4 332,799,000.00 
a ee 332,382,000.00 
¢i¢ 2 267 ,720,000.00 
a 253,664,000.00 
oe 251,279,000.00 
— 93,828,000.00 
- «+ + $5,715,866,000.00 


THE 


OUTH SUBSCRIBES TO 


THE PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM - RALEIGH - MEMPHIS - DALLAS - NEW YORK - CHICAGO 


Pacific Coast: EDWARD S$. TOWNSEND CO., SAN FRANCISCO - LOS ANGELES 
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WMAQ Sales Hit Peak 
The sales revenue of Station | 


WMAQ, Chicago, hit a new peak| 
for the month of March, with the 
1945 mark 18.5% over 1944, it was 
announced by Oliver Morton, man- 
ager of the sales department. 
Sales in March, 1944, were only 
9% over the same period in 1943. 

The first three months of 1945 
lead the same quarter in 1944 by 
9.2%. 


A FACT 


Only architects are trained 

to co-ordinate all the ele- 
ments of building. 

New market book “10 
FACTS” shows importance of | 
architect in integration of 


products with design. Write 
for your copy. 

MORAL for you: Integrate your 
selling program and the Archi- 
tect's influence. Advertise in 


Pencil Points 


The Magazine ot Progressive Architecture 
330 West 42d St, New York 18 


Whisky Promotes 
Price Ceilings— 
and Competitors 


New York, April 19.—JIn con- 
nection with the April 16 deadline 
on the posting of ceiling prices, 
William Jameson & Co. issued a 
Gallagher & Burton ceiling price 
card to bars and grills on the 
middle eastern seaboard, which 
listed not only this company’s 
G&B and Kerrigan’s Private Stock 
whiskies, but 33 competitive 
brands. 

About half of the 26 domestic 
| brands on the list, however—and 
/usually listed near the top — are 
whiskies of other affiliates of Sea- 
gram Distillers Corporation. 
| The first non-Seagram brand 
|listed—No. 11—is Canadian Club 
of Hiram Walker. 


of Schenley’s scores of domestic 
| brands are mentioned. Nine Scotch 
| brands are listed. Ten blank lines | 
are reserved for all other brands. 

A. C. Ebbesen, advertising man- 
|ager of William Jameson & Co., 


Only five of | 
National Distillers and only three | 


| points out that the law requires | 


|that “all tavern keepers post not 
/only price per drink but also the 
;}ounce content of liquor in each 
drink.” 


Fawcett Appoints Two 


Barbara Guild, formerly with 
the awards department of Scho- 
lastic, and Grace Leach, with the 
éditorial staff, and assistant to the 
art director of Fawcett Publica- 
tions, New York, have been ap- 
pointed to Fawcett’s public rela- 
tions department. 


Drops Saturday Ads 


The Daily Times, Davenport, 


Ia., has eliminated advertising in 
its Saturday issue to conserve 
newsprint. The paper has pre- 


viously rationed space in the want 
ad columns. 


‘Kelly-Smith Moves 


The Philadelphia office of Kelly- 
|Smith Company, newspaper rep- 
resentative, has moved to the Lin- 
coln-Liberty building, Broad and 
| Chestnut Sts. 


\ 
Number One 


of a Series 
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FOR POST-WAR 


$35,000,000 W eekly Factory P. ayroll! Prosperity is a tangible. You can 


put your finger on it. Payrolls and savings create prosperity. Detroit's payroll today for 


582,000 factory workers is more than three times the 1937 factory payroll — and that 


was one of Detroit’s best years. 


Factory workers in Wayne County (mostly Detroit) draw $35,897,776 weekly. And 


they are saving a good portion of it. Curfew hours or otherwise there is little riotous 


living among these workers in the Detroit area. It will be well to remember the weekly 
payroll figure — THIRTY-FIVE MILLION DOLLARS! 


P.$. When you come to advertise in this market postwar it will be well to remember 
that The Detroit News has the largest city and trading area circulation of any 
Detroit newspaper; that The News reaches 63.8% of all city zone homes taking any 


newspaper regularly. 


The Detroit News 


THE HOME NEWSPAPER 


A. B. C. Weekday Circulation, 383,089 — Sunday Circulation, 470,785 


Dan A. Carroll, 110 E. 42nd St., 


New York, 17 


J. E. Lutz, Tribune Tower, Chicago, 11 


NEIGHBORHOOD GROUP—A portion of the small home models’ 


borhood grouping in "Small House o 


Advertising Age, April 23, 1945 


neigh- 
f the Month Club" display is shown in 


this setup, which represents well known names in the appliance and home 
building fields. 


Store, Bank Join 
to Offer Selling 
Plan of Future 


Detroit, April 17.—Future meth- 
ods of appliance marketing and 
home selling were presaged here 
last week when adepartment store 
and a bank, together with manu- 


facturers of home appliances and} 


builders, cooperated to inaugurate 
a postwar home planning service. 

Called the “Small House of the 
Month Club,” the service has been 


developed by its sponsors — the | 
People’s Outfitting Company, 52- 
year-old retail store, and _ the 
United Savings Bank—for civilians 


|and veterans who intend building 


new homes when the necessary ap- 
pliances and equipment become 
available. Featuring the exhibit 
are 11 miniature small homes of 


—— 


| different types, arranged in a typ- 
ical neighborhood setting. Every 
30 days a larger model of the 
“House of the Month” will take 
the spotlight, enabling home plan- 
ners to compare its advantages 
lean others on exhibit. 


Floor Plans Available 


Models in the exhibit were de. 
signed by prominent architects and 
have been approved by the Federal] 
Housing Administration and _ the 
| Adequate Wiring Bureau. Sketches 
|}and floor plans of each house wil] 
be made available without charge. 
| When final selection is made, spe- 
cifications can be purchased for 
a nominal sum. 

Another feature of the exhibit 
is a series of miniature dioramas, 
worked out in minute detail, 
showing bathrooms, kitchens, 
laundries and furnaces, as well as 
new ideas in constructing and 
eauipping the house, with appli- 


ances 


Complete book of facts on the Dayton Market... 


Just off the press and ready to assist you in analyzing one 


of the most discussed and 
United States . . 


center of a rich agricultural 


most important areas in the 


. Dayton, hub for the aircraft industry, the 


and industrial area . . . A note 


on your letterhead will bring you a copy by return mail. 


THE 


JOURNAL-HERALD 


Vaylous largest Daily Crculalon 


Nationally Represented by The Geo. A. McDevitt Co. 
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BEFORE AND AFTER—Built-to-scale dioramas in the display of room interiors 
by People's Outfitting Co. and United Savings Bank, Detroit, show the 
changes made by the installation of modern equipment. 


ances and products representing | 
many well-known names in these 
fields. 


MURPHY LEAVES 'P. O.’ 

TO BE MARKET COUNSEL 
Detroit, April 17.— Ralph E. 

Murphy, since 1919 promotional 

and advertising director of Peoples 

Outfitting Company, has an- 

nounced his resignation effective 


May 26 to open his own office in 
Los Angeles as a marketing con- 
sultant. 

Among the promotional pro- 
jects Ralph Murphy organized for 
“Pp. O.” are: The sponsorship by 
Peoples Outfitting of a Detroit 
team in the International Gordon 
Bennett Balloon Race from Ford 
Airport in 1927, which resulted in 
an American victory; the sponsor- 
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More than 
13,000 farmers 
requested 


this chart 


The Noon FARM REPORTER recently offered to listeners 

a Weather and Temperature Chart developed by the Sta- 

tion in cooperation with the U. S. Weather Bureau and 

local grower organizations for the use of citrus growers. 
Within a short time more than 13,000 letters poured in, 

each containing a dime to cover handling and mailing | 
costs. Requests came from forty counties in California 
many of which are often considered to be located beyond 
this Station’s daytime primary area. 


KFI agricultural services have built a listener loyalty 
in Southern California’s rural areas of over a million 
population that reflects in sales results of every advertiser 
using this Station. 


FOB Ene. aes 


50,000 WATTS « CLEAR CHANNEL * 640 KILOCYCLES 


Sante ©. Gatling, Dre 


EDWARD C. PETRY AND COMPANY, INC., NATIONAL REPRESENTATIVES | 


ship by “P. O.” of the first two- 
way radio broadcast from an air- 
plane over Detroit in 1928; “P. O.” 
sponsorship of the Piccard Strat- 
osphere flight from Ford Airport 
in 1934, and the maintenance since 
1937 of a large outdoor exhibit of 
tropical wading birds at Belle 
Isle, Detroit. 

While Mr. Murphy’s successor 
at “P. O.” has not been announced, 
the Detroit stores’ advertising pro- 
gram will be continued by Richard 
H. Stone, assistant to Mr. Murphy. 


Joins Kelley Agency 
W. H. Macaulay has joined the 


copy staff of Russell T. Kelley 
Ltd., Hamilton, Ont. 


Dunwoody to McCann 


Robert R. Dunwoody, officer and 
director of S. S. Koppe & Co., New 
York newspaper representative, 
for the past 12 years, has been 
appointed media director of the 
foreign department of McCann- 
Erickson, New York. Martin M. 
C. Spitz, account executive, has 
been transferred to the agency’s 
San Juan, Puerto Rico, office. 


Plans Hospital Issue 


Pan-American Publishing Com- 
pany, New York, will publish a 
hospital edition of its America 
Clinica in July. It will be pub- 
lished in Spanish and distributed 
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in Latin American countries. 
America Clinica, also a Spanish 
language magazine, digests edi- 
torial material from medical jour- 
nals published in the United 
States. 


Heads Outdoor Firm 


Philip Johnson, formerly Pacific 
Coast representative for American 
Magazine, has become owner and 
president of the West Coast Out- 
door Advertising Company, San 
Francisco. Directors include Hal 
Brown, president of Pacific Out- 
door Advertising Company, Los 
Angeles, and H. H. Wagenseller, 
president, Wagenseller & Durst, 
investments, Los Angeles. 


Times - Democrat 


Tri-Cities. 


| 


bil 


ROCK ISLAND, ILL. 


Kemenlenr 


Only the Times-Democrat have 100% home coverage in 
Davenport—the largest of the Tri-Cities and the shopping 
heart of the entire trading area. Remember too that only 
the Times-Democrat have substantial home delivered circu- 
lation in all three cities. One more er the Times- 
Democrat have editorial and business o 


Rock Island 


An Active, Prosperous Market Of Over 200,000 With — 


Retail sales of over $100,000,000. 

Bank debits of over $833,000,000. 

Bank deposits of over $151,000,000. 

Diversified industries for peacetime prosperity. 
Extensive plans for postwar public improvements. 


Davenport, lowa 
¢ Moline, Ill. 


DAVENPORT, IOWA 


ces in each of the 


hy 


MOLINE, 


ILL. 
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Don’t overlook 
The American Girl... 
she’s tomorrow’s 
American woman! 
was a girl,”’ is one of the 


nicest things any woman can 
say about your product. 
Teen-age leaders today learn 


tomorrow's buying habits from 
THE AMERICAN GIRL—a 
woman's magazine published 


just for girls. Your advertising 
belongs here... 
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800,000* readers say —"' Grow along with us!". .. $810 per page...225,000 ABC 
PUBLISHED BY THE GIRL SCOUTS, 155 E. 44#6 Si. N.Y. 17 «© MEMBER OF THE YOUTH GROUP 
* Based on readership survey tabulated by 1. B. M, 


The West’s Present And 
Post-War Bright Spot Market 


Send for booklet giving latest complete market, 


Circulation, Advertising facts about the Pacific 
Coast’s 3rd Market, hub of the 11 Western States 
and key Pacific Coast port. Write to the Oakland 
Tribune, Oakland, Calif., or Williams, Lawrence & 
Cresmer Co., New York, Chicago, Detroit, Los 


| sur 131.271 somoay 132,762 


A.B.C. Publisher's Statement, September 30, 1944 


@akland ah& Tribune 


Whvt sbsocrati® Patt «+ wertio fr 
WILLIAMS, LAWRENCE & CRESMER CO; 
National Representatives Including Sunday Magazine Section . 
Comics: METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Member: AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 


Maxson Prepared 
to Sell Single, 
Precooked Meals 


New York, April 17.—The W. 
L. Maxson Corporation, engineer- 
ing and manufacturing firm pro- 
ducing military equipment at its 
three plants here, reports develop- 
ment of a “spectacular and time- 
saving process in the field of 
frozen foods” by which complete 
meals may be prepared in only a 


few minutes by housewives, air- 
liner stewardesses and others. 
W. L. Maxson, president, and 


formerly a Navy officer, may even 
be understating his case in ex- 
pressing confidence that the post- 
war demand for this new type of 
meal will be “tremendous.” 


tems process, the company pack- 
ages meals in individual servings 
and freezes them. Housewives or 
others who buy the meals merely 
place the servings in an oven for 
a final few minutes’ cooking. Best 
results in the final cooking may 
be obtained, the company says, 
by using a special “Whirlwind” 
oven developed by Mr. Maxson. 


Already in Production 


The company already is produc- 
ing the ovens and _ pre-cooked 
meals for the armed forces. At 
its new food plant in Queens Vil- 
lage, N. Y., various foods are 
cooked for varying lengths of 
time, each being cooked just long 
enough so that, when = several 
foods are brought together for one 
serving, all require the same addi- 
tional time for final cooking. The 
foods are brought together on a 
disposable plate, frozen and 
stored, ready for distribution. 

The Whirlwind oven completes 
the cooking of the various com- 
ponents of the meal in exactly tne 
same period of time. Each plate 
is placed on a specially arranged 
rack within the oven and a high- 
speed, motor-driven fan at the 


rear of the oven distributes the 
hot air evenly over the surfaces 
of all plates. The electrically- 
operated oven is designed to pre- 
clude the urying of the various 
foods during cooking. 

For air transports, the company 
has developed a small, compact 
oven weighing 35 pounds. Some 
time ago, it reveals, the Naval Air 
Transport Service experimented 
with the process, installing a Max- 
son Sky Chef storage cabinet 
(containing 180 meals, the special 
oven, cutlery, etc.,) on a plane 
that made a 13,000-mile flight. 

The experiment was so success- 
ful, it is said, 
placed a substantial contract. Pro- 
duction for this and other mili- 
tary contracts is now under way. 
Other government agencies and 
airlines are considering use of the 


equipment. 
Under the Maxson Food Sys- | 


PCA Spends $194,000 
on Advertising-Publicity 


Pennsylvania - Central Airlines 
Corporation, of its 1944 operating 
revenue totaling $6,217,000, spent 
3% or about $194,000 on advertis- 
ing and publicity, the annual re- 
port reveals. 

The report is titled “. . . And 
Then There Were 14,” represent- 
ing the expansion during 1944 of 
PCA’s fleet of planes to 14 with 
the return of seven Capitaliners 
to the company from special war 
service. 

J. Walter Thompson Company 
is the agency. 


Dailies’ War Theme Ads 
$2,243,632 in January 


War-support advertising in 
United States daily and Sunday 
newspapers in January totaled $2,- 
243,632, reports the Bureau of Ad- 
vertising, ANPA, from figures 
compiled by Advertising Checking 
Bureau. 

Of 31 different projects, includ- 
ing miscellaneous, war bonds 
were first with $563,671, or 25.1% 


that the Navy | 
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OUR Low-cosT 
CISCO SOLVENT 
TREATMENT WILL HELP 

KEEP YOUR CAR 
emg eS JUNKYARD 
as | 


At Cities Service Senlersad only 


a 


LOCALIZED—Cities Service Oil Co,; 
newspaper campaign, running in Ney 
Haven, Conn., Kingston, Mount Ve. 
non, Yonkers and Rochester, N. Y. 
(AA, April 16), uses localized Copy 
such as this for its spring change-over 
story. Foote, Cone & Belding, New 
York, is the agency. 


of the total. Armed forces recruit- 
ing, paid for by advertisers or do- 
nated by newspapers, came second 
with $402,469 (17.9%), followed by 
war industry recruiting, $285,141, 
and fat salvage, $253,183. 


WCMI Joins CBS 


WCMI, Ashland, Ky., _ joins 
CBS on June 15 as an optional 
supplementary _ station. Owned 


and operated by Ashland Broad- 
casting Company, the station op- 
erates days and nights on 250 
watts, 1340 kc. 


MI. 


ow WKBB Gets = 
Listeners For & 


Your Program 
in Dubuqueland 3 
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one of many promotional activities 


S. Conlan and _ Associates. 


UTDOOR ADVERTISING is 

2 employed from time to time by WKBB to 
2, ° : 

4 attract listeners in the Dubuque area. Du- 
i buque’s first radio station, with its out- 
. standing programs of Blue Network shows 
K and interesting local features, is way out in 
? front in a November listening survey made 
y by Robert 


WKB 


yes ate Bir 


just 


ON THE 


DUBUQUES FAVORITE STATION 
se: best snvestinont aommenany : 


WKBB’s leadership in the morning hours 
was evidenced by the following standings: 
WKBB, 47.9; 2nd Station, 33.3; 3rd Sta- 
tion, 7.0. For the entire survey period the 
ratings were: WKBB, 36.4; 2nd Station, 
30.2; 3rd Station, 13.3. 


WKBB really delivers the listeners in the 
Dubuque area, and has the facts to prove it. 


James D. Carpenter—Evzecutive Vice President 
Represented by—Howard H. Wilson Co. 
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ON YOUR DIAL 
BLUE NETWORK STATION: ---DUBUQUE ,1OWA 
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Advertising Age, April 23, 1945 


‘WashingtonNews’ 
First User of Ad 


Direct from Zinc 


Washington, April 17.—The 
frst advertisement to appear in 
any newspaper using the full print 
process without the allover tone 
and with all whites dropped, is 
claimed to be one in the April 3 
Washington Daily News, run for 
Lansburgh’s, Washington depart- 
ment store. The experiment was 
conducted by Theodore R. De 
Peugh, News mechanical superin- 
tendent : ; 

Previous experiments with di- 
rect printing from zinc plates had 
resulted in the Alltone process, 
developed by the late A. L. Lingle 
of the Tribune, Oakland, Cal., 
who. gave his initials to the 
method, and was further applied 
by the production department of 
the Caller-Times, Corpus Christi, 
Tex. Both of these newspapers, 
and many in Europe, according to 
John W. Parks, mechanical super- 
intendent of the Chicago Tribune, 
have used the Alltone process for 


“™* 


society and fashion cuts dropped 
into the page. It would not be 
practicable for large newspapers, 
however, he said, adding that the 
Tribune, for example, would need 
16 separate zinc plates in running 
off such an ad. 


Drug Group Elects 


Harry E. Dunning, Albert Ver- 
ley & Co., has been elected presi- 
dent of the Chicago Drug & Chem- 
ical Association. Other officers 
are: Dale F. Ruedig, Eli Lilly & 
Co., vice-president; John L. 
Thomas, Joseph Turner & Co., 
secretary, and Wilson I. Doan, 
Dow Chemical Company, treasurer. 
New directors are: Edgar E. 
Brand, L. Sonneborn Sons; Ed 
Davis, Davis & Davis, Inc.; A. L. 
Starshak, Walgreen Company, and 
Charles R. O’Malley, publishers’ 
representative. 


Fast Joins ‘Life Story’ 
Michael Fast, formerly with 
The New York Times, and previ- 
ously sales and advertising man- 
ager of Shopping News, Cleveland, 
has joined the advertising staff of 


Life Story. 


BUILD YOURSELF a super-shortwave 
hookup and help yourself sell all of 
great General Electric at one shot. 


Terrific, hey? 


Lots better than riding the rails 
from Bloomfield to Bridgeport, 
Schenectady to Chicago, Cleveland 


to wherever else G-E makes and 
sells things. 


NICE HOOKUP if you could get it. 
And maybe you can. Look... 


These 5 major advertising-market- 
ing Magazines have 145 paid sub- 
scribers at General Electric. 


At Bloomfield—men like MclIlhen- 
ty, Hobson. At Bridgeport — 
Merrill, Brandt, Crawford, Bowe, 


"Come in, G-E, come in!” 


Scaife, Owen, Newman, Miller, 
Sweeney, Baker, Doremus. At 
Schenectady—Lang, Mix, Stebbins, 
Peare. At Cleveland ~ Sloan, 
Moyer, Barnes. At Chicago — 
Petrie, Smith, Marble. 


Branch and divisional executives 
(so vital in keeping campaigns 


sold) in some 35 different cities. 


TO WRAP UP THE WORKS~ well over | 
400 paid subscribers at G-E’s eight 
agencies— Basford, BBD & O., Ben- 
ton & Bowles, Foster & Davies, 
Leighton & Nelson, Maxon, | 
Newell-Emmett, Y & R. 


Where else SO MUCH — for so | 
relatively little! 


ADVERTISING AGE 


ADVERTISING & SELLING + PRINTERS’ INK 
SALES MANAGEMENT + TIDE 


The Atlanta 


Vlew Suuday 


20-year-old Dora is more than a mule. 


Journal’s 
Magazine 


She’s an institu- 


tion; Dora and Bennie Huff, colored. 


In Elberton, Georgia, they're a sort of sanitary en- 


gineering team. 


He sweeps it up; she carts it off. Over 


the years many affectionate tales have sprung up about the 
pair; good human interest stuff—the kind of local subject 
matter that has built a tremendously high, state-wide reader- 
ship for The Atlanta Journal Sunday Magazine. 


It is this ability to localize that gives Journal Maga- 
zine advertisers a degree of attention much higher than 
they could, or do, expect from newspaper supplements of 


general distribution. 


ey The Journal Sunday Magazine is roto-printed; 


4-color, duotone, monotone. 


Tip-off on its 


pulling power are the retail linage figures: 9,000 lines 


weekly under contract for 1945. 


Sunday Journal cir- 


culation 249,777. largest in the South. Magazine and 
Comics representatives: Sawyer-Ferguson-Walker Com- 


pany, The Metropolitan Group. 


Che Atlanta Journal 


Covers Dixie Like the Dew 
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The rates for this department are as follows: “Help Wanted,” “Positions | 
Wanted,” “Representatives Wanted,” and “Representatives Available,” | 


50 cents a line, minimum charge $2. Terms cash with order. All other GEORGE 
classifications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. | g99 S§, State St., 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


HELP WANTED HELP WANTED 
Advertising Artist thoroughly fa-| Wanted: high type salesman-esti- 
miliar with daily newspaper repro-|mator with printing exp. by near 
duction. All around ability essen-| loop letter unit. Starting salary $60 


tial. Ready to wear and shoes|per wk. and percentage. Immediate | industrial, trade journals. 
experience a “must.” Pleasant |advancement for producer. State 
working conditions, 5-day week. qualifications, ambitious, 
Box 7249, ADVERTISING AGE, Box 7271, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 100 E. Ohio St., Chicago 11, Ill. 


WANTED — ARTIST SALES OPPORTUNITY 
We have an opening for another with old established publisher of in- 


The Advertising Market Place—— | aovenrisixe 


ADVERTISING 


Prefer previous 


ginners. Salary. 


nent company, 


20 YRS. ADV. 


WANTED 

& PUBLISHING 
Positions 
Placements anywhere in the 
United States 
WILLIAMS—Personnel 
Har. 2063, Chicago 


SALESMEN 


experience 


veterans, 


teal future. 


good layout man. Also an artist who dustrial and engineering magazines Box 7234, ADVERTISING AGE 
is good at figures and another man for advertising salesman on Machine } ie so Ds ’ 
who can do general work. Arrange- Design Magazine. Must be under || 230 W. 42nd St., New York 18, N. Y. 
ments can be made for full-time, forty with personality and selling et ccorasions Gad wom rr 
part-time or to work on a free-lance ability and some een ad engi- || mail background 
basis. All correspondence confiden- neering background. Extremely inter- || State experience, salary desired. 
tial. Please give full particulars in esting proposition in Chicago and ry By Te 4, yay 
your first letter and, if convenient, surrounding territory. State full par- ; as , Satan 
send samples of your work. ticulars, background of experience, etc. ADVERTISI NG PUBLISHERS | 
SALES AND MERC NDISING 
R. J. POTTS—CALKINS & HOLDEN Howard H. Dreyer SOsiITIONs 
ADVERTISING AGENCY PENTON PUBLISHING COMPANY ED MASTERSON 
215 W. Pershing Rd. 520 North Michigan Avenue PERSONNEL” 
Kansas City 8, Mo. Chicago II, Illinois 310 S. MICHIGAN, CHICAGO 


EXPERIENCE 


|the merchandising field. The job 
|}includes re-writing, reporting, plenty 


|ingness to learn the use of camera 
|} equipment. Please give full particu- 


M & F CIRCULATION CENSUS 
PUTS FINGER ON BUYING POWER 


a, ee a 
PGS a 


TALKS PLAIN FACTS INDIANAPOLIS TRADING AREA 


HELP WANTED 


EDITORIAL POSITION available, on 
a leading business publication in 


of correspondence with readers and 
preferably either the ability or will- | 


lars as to salary,and experience, etc. 

Box 7220, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Experienced factory sales or used 
car representative needed by large 
manufacturer for home office assign- 
ment. Should be under 40 and have 
practical knowledge of used car 
merchandising and reconditioning. 
Ability to write clear cut reports 
and instruction material for dealers 
is essential. Present employees 
know of this ad. 

Box 7269, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING ASSISTANT 
Experienced in all phases of adv. 
dept. work, but particularly in prep- 
aration of literature, layouts, di- 
rect mail and production. Will be 
required to do some market analyses 
also. Automotive parts manufacturer 
selling to trade and industry and 
engaged in critical war production. 
Phila. location. Write fully as to 
experience, personal data, earnings 

and salary expected. 
Box 7250, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 


ADVERTISING COPYWRITER 
wanted by fast-growing Chicago 
agency. Experience in direct sell- 
ing preferred. Good starting salary 
—unlimited opportunity. State age, 
CReerrense, draft status. Confiden- 
tial. 

Box 7266, ADVERTISING “— 


with automotive engine construction 
and repair. Former service manager 
or junior engineer able to handle 
specification data and write service 
bulletins for parts manufacturer. 
Philadelphia location. Detail your 
experience, vital statistics and in- 
come requirements. 

Box 7245, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
EDITOR WANTED 
| Leading monthly national food trade 
paper has opening for top-drawer 
editorial man. Headquarters large 
midwestern city. This is not a 
“duration” job. The real work and 
opportunity starts on “V-E” day. 


TO ADVERTISERS 


Today, more than ever before, smart buyers 
of advertising insist that publication claims 
must be backed by facts. And facts are what 
MILL & FACTORY ’s exclusive Census of Cir- 
culation gives advertisers. It shows the Who- 
What-Where in the markets of the nation your 
advertising dollars in MILL & FACTORY de- 
liver. Here, in a capsule, is what it shows: 


1 — Total number of worthwhile industrial 
plants 


2 — Authoritative financial ratings of each 


3 — Names and positions of the men who 
receive and read MILL & FACTORY reg- 


ularly. 


How can MILL & FACTORY get such vital 


information? Because of the cooperation and Here in the rich heartland of America— Marion 

. : : . County, Indianapolis — is a typical example of how the 
experience of the 132 leading Industrial Dis- MILL & FACTORY Census of Circulation analyzes 
tributors in the areas analyzed. The 1200 trained your business potential. The coverage is there — you 


salesmen of these Distributors are constantly 


building and checking MILL & FACTORY’s —- Volume buying plants. 
circulation. 


No other general industrial publication has PLANT RATING AND COVERAGE TABLE 
INDIANAPOLIS TRADING AREA 
NO. OF PLANTS 


these intimate contacts in each trading area. 


= 


FOR SALES & AD MANAGERS 


Think what such a Census of Circulation OTHERS 
means to sales and advertising managers who MILL & FACTORY... 


i i . ll worthwhile plants in tradi 
are planning to keep abreast of the approaching cr sh see ee 


upheaval of postwar! It is, in effect, a census of 
business potentials. Executives who have already 
seen the Census of Circulation are unstinting in 
their praise. You'll want to see it, too. 


Write or call CONOVER-MAST CORPORATION, 205 _ | % 
East 42nd St., New York 17; 333 No. Michigan Ave., 
Chicago 1; Leader Building, Cleveland 14; Duncan A. 


Scott & Co., West Coast Representatives, Mills Building, 
Sen Francisco 4; and Pershing Sq. Bidg., Los Angeles 13. 


A VITAL “TOOL” ates ORE 


20 
6 
22 
26 
? 


get the facts that prove it. You see why MILL & 
7 - FACTORY belongs at the top of your list when you 
ferreting out vital facts for us— constantly want to be sure you're reaching the key men in the big 


PLANTS RECEIVING 
MILL & FACTORY 


37 
20 

6 
22 
26 
56 


area 
make it 


Write stating experience, qualifica- 
tions, starting salary, sending snap- 
shot if available. Our people know 


( yrs. agcy. and mfg. exp. i; 

ing, automotive, metals, some 
sumer. Can think and plan log 
imaginative industrial advert 


rtisj 
Has planned, prepared, product 
trade ads, catalogs, house gan 
technical m anual s, direct mai 
a 


Worked with management 


publicity, public relations, salen 
organizational and creatiy: abilin 
to serve competently as ady. me. 
of medium sized manufacturer = 
responsible position with late 
manufacturer or with Progresgp 
agency. Intelligent, clean recor 


pleasant. 31 years old. 


Top-Notch Publicity Promotion pj, 
rector. Veteran of many res, 
ting campaigns. Nationally 
writer. Exceptional newspaper, », 
dio, magazine, screen, column ‘eo. 
tacts. Expert house organ Create, 
Exceptional references. See “pp, 
file’ May issue Magazine Worlq” 


330 W. 42nd St., New York 18, NY 
Public Relations—West Coast» 
yrs. experience in publicity, indy 
trial advertising and relations, p,, 
interview in New York or We 
write Charles Berry, 2830 31st & 
S.E. Washington 20, D. Cc. : 


a 


Advertising Age, April 23. 1945 


POSITIONS WANTED 
ADV. MGR., INDUSTRIAL 
builg. 
Con. 
ica 


Box 7260, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il 


ilt-ger. 
-knowy 


Box 7270, ADVERTISING AGE 


Widely experienced in General, Busi. 
ness and Industrial publication 
Prefer Chicago and midwest terp, 
tory. Hold executive positions; know 
promotion and mechanics Dublist 
ing. Journalistic education. Desi; 
sales opportunity with future. $65 
upwards commission-draw or salary 
bonus. , 


Production Mgr. 9 years 4-A Agency 
Age 38, retired Army officer, (gy 
do some contact and servicing a 
counts. Know all phases prodye. 
tion. Immediate employment. §%4. 
ary expected $5,500.00 to start. (hj. 
cago or vicinity. Not copywrite 
11 years Newspaper and Radio Cop 
mercial. 


ADVERTISING SALESMAN” 


Box 7267, ADVERTISING AG 
100 E. Ohio St., Chicago 11, te 


Box 7275, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, |] 


Young man, 22, has had experiene 
in market research field work ané 
sales promotion during the past 
year. teceived B. A. Degree fron 
college, where he majored in Eng 
lish. Is seeking permanent assgoeis- 
tion with advertising agency wher 
there is opportunity to advance} 
a position of responsibility. 


of this ad. 
Box 7265, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


with mail-order or industrial expe- 
rience who wants to be happy ina 
successful eastern 4-A agency NOT 
in New York. Able to turn out good 
copy for national magazine and 
newspaper campaigns, as well as for 
trade papers. $100-$150 per week. 


| 330 W. 42nd St., New York 18, N,1 


Box 7261, ADVERTISING AGE 


COPYWRITER Wanted, preferably | 


Ideal working conditions and high- 
grade associates working on excel- 
lent national accounts. Pack whole 
story into a 1-page letter, to Presi- 
dent. 
Box 7273. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR 
By Chicago encyclopedia publisher. 
Complete charge of layout, art work, 
retouching, production. Knowledge 
of maps, charts, diagrams, etc. help- 
|ful. We want a person with ideas 
who can get things done. Excellent 
postwar opportunity. 

Box 7272, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
POSITIONS WANTED 
ADVERTISING EXECUTIVE 
15 years with one of largest home 
appliance manufacturers desires po- 
sition where experience with na- 
tional media, cooperative advertis- 
ing, production and budgets is es- 

sential. Cleveland preferred. 
Box 7262, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, i. 


ART DIRECTOR 
Creative layout to finish. Excellent 
knowledge of production. Extensive 
background, Will consider either 
New York or Chicago. 

Box 7274, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


IDEA MAN—COPY—CONTACT 
Versatile. Original. Merchandiser. 
Self-starter. Can build up accounts, 
address dealer meetings, write, 
think! 

Box 7263, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
EXP. MARKET ANALYST 

Consumer & industrial research. 

GOOD STATISTICIAN, M. S. 
Wishes to Free-lance services. Has 
small organization. 


| bonus on commission basis. Repl 
|}S@iving age, education, experien 
| and references. 


|I'm free lancing—and can take 


REPRESENTATIVES WANTED 
Advertising Space Representative 
Excellent opportunity for “go-get- 
ter” to work mid-west territory ov 
of New York office. Will represer 
two of the leading publications i 
the enginering and construction 
field, for old established firm, in th 
field for the past forty years. Start 
ing salary $5,000 and expenses, plu 


Box 7203, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 


MISCELLANEOUS 
JOB WANTED 

If your product is sold in grocer 
stores, FFR wants to work for y 
FFR wants the job of keeping y 
abreast of the news, trends and dé 
velopments affecting the processing 
advertising, marketing and sales ” 
grocery store merchandise. 
Write for a free sample copy 
FFR, or enter a subscription today 
It is $3.00 a year for 26 issues chock 
full of information of vital interes 
to you. FOOD FIELD REPORTER 
330 W. 42nd St., Roem 2120, New 
Tork 18. MH. YF: 


NEED A HELPER? 


some additional work. 20 years’ & 
perience in all phases of consume 
and industrial advertising are ® 
your service for effective copy 4% 
layout work. Can furnish art am 
production service, too, if desire 
Box 7264, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Th 
WANTED 

Two or Three Specialty Advertisin 
Lines : 

Special Publications, Premiums, D* 
plays or distinctive, unusual Spe: 
cialties, applicable to sales 4 
good-will promotion; flexible Pree 
ucts suited to “idea” selling 4° 
assured repeat. Know national # 
vertisers Chicago area. Have = 
established line. Brokerage or co” 
mission basis territorial product 
manufacturer to carry accoun 
Please include samples. E 
Box 7268, ADVERTISING AG® 


Box 7276, ADVERTISING AGE , 5 
100 E. Ohio St., Chicago 11, Ill. 100 E. Ohio St., Chicago 11, Tl 
— J 


PUBLIC RELATIONS 
ASSISTANT 


Large corporation in Northeast 
Ohio city has opportunity in 
public relations department for 
young man with newspaper edi- 
torial and public relations ex- 
perience. Must be studious, 
think soundly and write well. 
Starting salary $500 a month. 
Please send full information, 
recent photograph and samples. 


| DARCY ADVERTISING COMPANY 
| 1142 Terminal Tower, Cleveland 13, Ohio 


OPPORTUNITY IN SALES 
PROMOTION ADVERTISING 
We have opportunity in o¥f 
advertising department of 
young man qualified to produce 
full range of sales promotoe 
material; booklets, broadsides, 
desk easels, slide films, ™@* 
uals, etc. Salary to start $6000. 
Send brief biography, ef 
graph and samples of wor 

Address: Assistant to the President 

THE CLEVELAND ELECTRIC 
ILLUMINATING COMPAN 
75 Public Square, Cleveland 1, OM 
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Cosmetic Maker 
Offers $5,000 for 
‘Loveliest Lips’ 


Kansas City, Mo., April 19.—De- 
scribed as “the first beauty con- 
test of its kind ever conducted,” 
Clara Harris Cosmetics, in full- 
page. two-color newspaper adver- 
tisements, this month opened a 
promotional campaigin in which 
it is offering $5,000 for “the love- 
liest lips in the land.” 

Engineered by the Potts-Turn- 
pull Agency, Kansas City, the 
campaign is based on the asser- 
tion “that more women can have 
lovelier lips than any one other 
facial feature and that the color 
and contour can make or mar 
one’s every day makeup.” 

Contestants vying for the prizes, 
ranging from a $1,000 first prize, 
$500 second and $250 third prize 
to 557 lesser cash and merchandise 
awards, will be judged on the 
peauty of their lips from photo- 
graphs accompanying entry forms 
supplied by druggists with each 
purchase of a Clara Harris prod- 


uct. 

The initial offer is being publi- 
cized in leading dailies in Ne- 
praska, Iowa, Missouri, Kansas, 
Arkansas and Oklahoma. Radio 
chain breaks, window and counter 
displays, broadsides at drug stores, 
college and university newspapers 
and direct mail tie-ins to all por- 
trait photographers in the area 
support the daily newspaper 
schedule of 1,120-line black and 
white ads. 

“Someone, somewhere, has the 
loveliest lips in the land,” the ads 
assert, “and we’re willing to pay 
$5,000 to find her. You may easily 
be that someone. Send us your 
photograph at once. It may be 
worth its weight in gold!” The 
copy includes an illustration show- 
ing the judges’ stencil, which 
masks “any other less flattering 
feature,” a list of the six rules to 
follow for proper entry and 
sketches of the various Clara Har- 
ris products, sold exclusively in 
drug stores. 

Slated to end June 30, the con- 
test may be extended to encom- 
pass a wider geographic sphere. 


American Net 
Elects Searle V.P. 


Don Searle, general manager of 
the western division of American 
Broadcasting Company (Blue Net- 
work). has been 
elected a vice- 
president. He 
will continue 
his present du- 
ties, and will 
continue super- 
vision of KGO, 
San Francisco, 
and KECA, Los 
Angeles. 

Mr. Searle 
began his radio 
career as or- 
Sanizer of Don Searle 
KOIL, Council Bluffs, Ia., which 
later moved to Omaha, and suc- 
cessively became general manager 
of WIBW, Topeka, and KFAB and 
KFOR, Lincoln, Neb., before be- 
coming manager of KGO. He is 
part owner of KANS, Wichita, 
and KMMJ, Grand Island, Neb. 


McCrea Heads Promotion 
Brydon McCrea has been ap- 
pointed manager of the promotion 


department of the Winnipeg Tri- 
bune, 


a 


THE BUILDERS OF 
10,000,000 POSTWAR 
HOMES COULD SPECIFY 
_ PRODUCT 


L THEM ABOUT YOU 
MATERIALS AND EQUIPMENT — 


THEY READ oe 
PRACTICAL BUILDE 
» comet 


ic 


Schindler Named for 


Commerce Dep't Post 

Alfred Schindler, in government 
service for the past four years, and 
in recent months executive direc- 
tor of the St. 
Louis Commit- 
tee for Econom- 
ic Development, 
has been con- 
firmed as Un- 
der Secretary of 
Commerce of 
the United 
States. Before 
the war, Mr. 
Schindler was 
sales manager 
of Ralston Pur- 
ina Company, 
St. Louis. 

In July, 1941, he was appointed 
by President Roosevelt as an ex- 
ecutive of the original National 
Civilian Defense Committee and 
after Pearl Harbor became special 
assistant to Jesse Jones, then sec- 
retary of commerce and federal 
loan administrator. In this posi- 


Alfred Schindler 


tion, he served as chief of the 
consultant division, Defense Plant 
Corporation, a subsidiary of the 
Reconstruction Finance Corpora- 
tion. 


Koons Is Director 


Jack F. Koons, head of Midland 
Advertising Agency, Cincinnati, 
has been elected a director of 
Master Tire & Rubber Corpora- 
tion, Findlay, O. 


Joins Krupnick 

Conrad F. Stuhlman, since 1940 
advertising manager and publicity 
director of Streckfus Steamers, 
operating river boats on the Mis- 
sissippi, has joined the service 
staff of Krupnick & Associates, St. 
Louis. 


To ‘Liberty’ 

T. R. Watkins, formerly with 
the advertising staff of The 
American Weekly, has joined the 
Chicago sales staff of Liberty. 


Heads Ross in Chicago 

Donald J. Gould has been ap- 
pointed head of the Chicago of- 
fice of Ross Federal Research 
Corporation. 


55 
Mandel's Elects V.P.s 


Mandel Brothers, Inc., Chicago, 
has elected Sidney J. Natkin and 
John F. Groff vice-presidents of 
the company. 


DOES THE TRICK. 


CENTRAL OHIO'S ONLY CBS OUTLET 


ie 


LS el 
LINSEEDS 


their four-footed friends . 


Cafeteria Service... for satisfied cows! 


When not in pasture or in barns, cattle were 
usually penned up in a lot, and feed dumped on 
the ground. In springtime, the old-fashioned 
feed lot is often a mess of mire, where steers need 
galoshes and swine are amphibious. 

Unsightly, the feed lot is also uneconomic. 
Cattle pick up parasites and infections. Expensive 
feeds are trampled into the soft sludge. On one 
lot, during 26 days of rain and snow, 100 cattle 
were fed goo bu. of corn, 2,600 pounds of linseed 
meal, 3,120 pounds of hay, and 2,000 pounds of 
molasses . . . $1,000 of cattle cuisine . . . but due 
to bad dinner time conditions—the herd Jost 325 
pounds of weight! 

Smart farmers make feeding a pleasure for 


. . pave feed lots with 


scraping, grading, and 
manure collection easier; 


concrete, permissible under wartime priorities. 


The paved lot saves feed, bedding, labor in 


filling holes; makes 
lessens foot trouble; 


and keeps beef on the hoof happy, contented and 


. Arthur Frandson’s 


followed for pickup at the 


profits . 
innovations and many ot 
which make today’s best 


prospects . . . in Successru 


fat. Last spring, when neighbors’ cattle in the 
mud were standing still on the scales or slipping 


herd, in a concrete 


cafeteria, gained 2.22 pounds a day .. . and pigs 


second table! 


Advertising men, market-minded, will learn 
how Waldorf service for cattle pays handsome 
. . Current farm improvements and 


her fascinating facts 
farmers today’s best 
tL Farminc for April. 


The Plow—Champ or Culprit? Afier centuries its good name is 


questioned. Are listing, disking, or mulching better ways of preparing the 


seedbed? SF gives the latest facts; based on experiment. Also . 


What’s New in Farming . . . Successful Homemaking . . 


New York, Chicago, Atlanta, San Francisco, Los Angeles. 


. . Meet the 


County Agent... There’s Hope for Barley ... Who Wants a Hired Man?... 


. other fine features 


worthy of reading by advertisers . . . and read each month by the nation’s best 


farm audience ... comprehensively covered by Successrut FArminc, Des Moines, 
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Salesmen to be Feted 


The Sales Managers Association | a 
of Los Angeles will hold its an-| : 
nual Salesmen’s Testimonial} 


Breakfast, Saturday, May 5, at 


7:45 a. m. in the Ambassador | People’s Book Club, Sears. Roe- 
with an expected attendance Of | buck & Co. division which polled 
1,000 persons. A. H. “Red” Mot-| its membership last winter on a 
ley, publisher of American Maga- number of questions affecting fu- 
zine, George S. Harger, sales pro- ture policy (AA, Jan. 29), is 
motion manager of General Pe- telling them that a Young People’s 
troleum Corporation and Leo Car-| Rook Club is very definitely a 
rillo, motion picture actor, will part of its postwar plans. 

speak. | While retaining its rule that 
|members must buy at least four 
'selections a year, PBC hereafter 
| will mail its books out every eight 
| weeks. 


| 
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Notes from the Whither-Are- 
Co-ops-Going Scrapbook: National 
Cooperative Refinery Association, 
McPherson, Kan., has just pur- 
chased Pryor & Lockhart, Wichita, 
thus gaining a substantial work- 
ing interest in 46 producing wells. 
Co-ops now operate 342 oil wells 
and more than a thousand miles 
of pipeline serving 11 co-op re- 
fineries in the U. S. and Canada 
. . . Membership in farmers’ co- 
operative purchasing associations 


DIGEST 


Gives You the Most Thor- 
ough Coverage of the Most 
Fertile Market on the Largest 
Page Size at the Lowest 
Space Rate Per Thousand 
in the Automotive Field. 


AUTOMOTIVE DIGEST, Cincinnati 10, Ohio 
EE 
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now totals 1,660,000. 
000 farmers 
marketing associations during the 
1943-44 season. 


* cd % 
As part of its policy of aiding 
smaller manufacturers (AA, 


March 5) Safeway Stores, Inc., sec- 
ond largest grocery chain, has of- 
fered to finance, without interest, 
the expansion of at least one 
small manufacturer into other 
food lines. 

* % 

The only one of the nation’s 531 
members of Congress who has said 
that he (or she) would not accept, 
if chosen, an annual Collier’s Con- 
gressional Award, which carries 
with it $10,000, is Congresswoman 
Clare Boothe Luce (Rep., Conn.). 
Perhaps this is because Mrs. Luce 
is the wife of the president of 
Time, Inc. About 150 members of 
Congress have written in to com- 
ment on the awards—most of 
them favorably. The idea for 


increased 390,000 during 1943-44,| them was conceived by Allen Mar- 
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WHEN you're selling Boston, forget 
the “Late George Apleys” and Beacon 
Hill! The overwhelming strength of the 
Boston market lies in the great mass of families 
with incomes of less than $5,000 yearly. They repre- J 
sent over 92% of the 745,347 families in the entire 
area! They do 88% of the total retail buying! Here’s the rea/ 
Boston market ... sell them and you sell Boston. The 
Record-American and Sunday Advertiser blanket this group 
as no other Boston paper can hope to. Yes, the Record- 
American gives you over 500,000 daily circulation... 
with nearly 75% of its impact concentrated directly on this 
great mass-buying group (with a like proportion 

of nearly 600,000 Sunday Advertisers). It’s the hardest 


hitting sales force in the entire Boston market . . . because 


HOW MASS -IVE IS THE 
BOSTON MASS MARKET? 


The population of the Boston 30- 
mile area is 2,890,204. This is 67% 
of the total population of Massa- 
chusetts and 34% of all of the entire 
New England population. Annual 
retail sales total $1,189,521,000, 
the highest per capita of any city 
in the United States. 


market worth selling...the market 
dominated by the Boston Record- 
American and Sunday Advertiser 
coverage! 


FOR EVERY MANSION... 


\ 


This is a 


it leads where sales are made! \ 
YY 


INS LY Z BOSTON 
SELL THE “* MARKET OF THE MILLIONS.” 


REPRESENTED BY HEARST ADVERTISING SERVICE 


RECORD-AMERICAN 
SUNDAY 


a 


And 2,730,- | 
belonged to co-op 


, ple, fiction editor of Collier’s. In- 
'cidentally, it 
Luce will not be editor of a new 
‘home magazine being considered 
| by Time, Inc. 


is said that Mrs. 


% bd a 


Although national advertising 


booked by the outdoor medium on 


Jan. 1, 1945, was double that on 
Jan. 1, ’44, the outdoor people ex- 
pect only a moderate gain—about 
25%—in national volume this year. 
There’s been a tendency to get 
orders in earlier, due to space con- 


ditions, and orders are expected | 


to taper off. Outdoor’s national 
volume was ahead about 40% in 
1944 over °43. Incidentally, the 
outdoor people aren’t yet troubled 
with paper shortages. 

* * * 


The National Association of Ice 
Industries is reported to be put- 
ting the finishing touches on a 
two-year public relations and ad- 
vertising campaign which will run 
more than $1,500,000. Advertis- 
ing copy will deal with the part 
ice is playing in the war, but 
some of it will have a straight 
selling message. 


Join Tide Water 


Sherlie McCarthy, formerly with 
McCann-Erickson and the White 
House, San Francisco, and Corinne 
Bardellini have joined the adver- 
tising staff of Tide Water Asso- 
ciated Oil Company, San Fran- 
cisco. Miss McCarthy will handle 
copy assignments and Miss Bar- 
dellini will be in charge of media. 


Acrobat Shoes to R&R 

Ruthrauff & Ryan, Chicago, has 
been appointed to handle adver- 
tising of Acrobat Shoe Company, 
maker of children’s shoes, a di- 
vision of General Shoe Corpora- 
tion, Nashville, Tenn. 


Sheffield Ups Sloan 


Duke Sloan, editor of the “Shef- 
field News,” has been appointed 
director of public relations of 
Sheffield Farms Company, New 
York. 


800 Dailies Get 


Advertisin 


| New Hanes Series Maga: 


Winston-Salem, N. C., April 1g 
—To explain why dealers’ stock 
of underwear may be low, P. 
Hanes Knitting Company ij 
launch a campaign of 30 and 29. 
inch advertisements April 30 jp 
| 800 daily newspapers. Insertion 
| will feature sketches by artists 
| recently returned from, or still jn 
/battle zones. 
| The Hanes copy will empha. 
|size that the Army, Navy ang 
Marine Corps are the company’ 
| principal customers right now 
First advertisement will be cap. 
‘tioned “The Army knows wher 
a big share of Hanes production 
is going.” Each ad in the serie 
will be illustrated with the insignia 
|of a particular branch of service 
and will contain copy explaining 
|the duties of that branch. 

N. W. Ayer & Son, Philadelphia 
is the agency. 


Wroe Alderson to 
Maintain Business 

A statement by J. W. Millard 
Advertising, new New York 
agency, to the effect that Wroe 
Alderson will direct merchandis- 
ing and marketing for the new 


agency, carried in AA April 9 
is misleading, according to Mr, 
Alderson. 


Wroe Alderson & Co., market- 
ing counsel, with offices in the 
Lewis Tower, Philadelphia, has 
been retained by Millard as mar- 
keting consultant, but Mr. Alder- 
son will not join the agency. He 
will continue to operate his in- 
dependent marketing organization, 


Joins Gunn-Mears 


Glen B. Winship, for the past 
nine years head of bank advertis- 
ing of the New York Times, has 
joined Gunn-Mears Advertising 
Agency, New York, to establish a 
financial advertising division and 
conduct statistical studies of ad- 
vertising in the banking field. 
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THE SERVUS RUBBER CO. 
Rubber Footwear 


AMERICAN MACHINE & METALS, INC. 


Laundry Equipment 


Many Diversified Industries . . . 


A Stable Market 


Dozens of nationally famous products, like the two shown 
above, are manufactured in TRI-CITIES. In all, TRI-CITIES 
has more than 150 diversified manufacturing concerns. Each 
acts as a balance wheel, keeping the market on an even 
keel . . . guided toward high sales volume. TRI-CITIES is 
. . 200,000 metropolitan population . . 
produces outstanding sales results year after year. 


a stable market . 


© This prosperous market is thoroughly blanketed by 


popular WHBF. 


® The major portion (nearly 60°%/,) of TRI-CITIES is on the 


Illinois side . . . fully covered without 
duplication by . . . 
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ROCK ISLAND ARGUS 
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Advertising Age, April 23, 1945 


Magazines Score 
Johnson Figures 
on National Media 


(Continued from Page 1) | 
quantity discounts, when net time 
sales are so readily available. As 
you may know, Broadcasting each 
ear publishes a very careful es- 
timate of these net sales. The 
tabulation for 1944, in the Feb. 
15 issue, shows net time sales for 
national networks of $121,300,000, 
with net time sales for regional 
networks of $6,200,000 additional. 
Including these regional net- 
works, just as regional farm mag- 
azines are included in our figures, 
brings network net time sales to 
$127,500,000. Net time sales for 
national and regional non-net- 
works are given at $75 million. 
Even including, therefore, these 
national and regional non-network 
sales, which we still maintain 
very definitely do not belong in 
a tabulation of national advertis- 
ing, the total net radio time sales 
for 1944 would be $202,500,000, 
or $68,700,000 below the magazine 
total. 


Discusses Newspaper Figures 


“It may be gratuitous for me 
to comment on Mr. Johnson’s 
newspaper figures. According to 
our information, however, ‘general’ 
newspaper linage showed an in- 
crease of 1.4% in 1944 over the 
preceding year. A recent tabula- 
tion in Editor & Publisher shows 
that during 1944 about 25% of 
the nation’s newspapers increased 
their rates, the average increase 
being 1.5c a line. On the basis 
of these data, we are estimating 
the national newspaper volume for 
1944 at $192 million—a figure, in- 
cidentally, which is also greater 
than the net time sales of na- 
tional and regional networks.” 

In the current issue of its news- 
letter “M.A.Briefs,” issued 
monthly to 750 space salesmen of 
member publishers, the Bureau 
presents a table and chart to 
prove that magazines are “the 
leadiig national advertising me- 
dium,” 

‘Puts Magazines on Top 


_ The combined national advertis- 
ing Volume of magazines and 
newspapers and “gross chain ra- 
dio} ‘advertising,’ M.A.B. ex- 
plained, was $654 million in 1944. 
Of this, magazines had $271 mil- 
liom (41.4%); mewspapers, $192 
million (29.4%) and radio net- 
WoEKS, $191 million, or 29.2%. 
Except for two years, 1938 and 
1942) M.A.B. says, magazine ad- 
verlsing expanded steadily from 
lisiGepression “bottom” of $97 
milion in 1933, while its percent- 
ag8 01 the total of the three media 
Fisen every year since 1935. 
National advertising in news- 
Papers in 1944 was $47 million 
m@re than in 1933, according to 
Bame source, with gains every 
year except 1938 and 1942, but 
N@Wepapers’ share of the total of 
tie three media—52.9% in 1933— 
deelin ed every year since then. 
Gross chain radio advertising,” 
OM the other hand, M.A.B. asserts, 
SMpanded every year from $32 
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More Advertisers 
Local and National 
Spend More Money on 
KOA 
Than on Any Other 

Denver Station 


FIRST in DENVE 


KOA 


50,000 watts 850 Kc 


Represented by NBC SPOT SALES 


million in 1933 to $191 million in 
1944, and its percentage of the to- 
tal of the three media climbed 
every year from 11.7 in 1933 to 
29.2 in 1944. 


Highest in 1944 


In 1944, the Bureau pointed 
out, “national advertisers again 
invested more money in maga- 
zines than in any other medium— 
as they have every year since 
1940 when magazines passed 
newspapers,” and last year “the 
magazine proportion of the na- 
tional advertising pie was the 
highest it has been since 1930.” 
“Gross chain radio advertising,” 
M.A.B. explained, was “gross 
billings of national chains. Net 
billings after deduction of cash 
and quantity discounts, are about 
36% less than gross billings. The 
net billing figure for 1944 is $121,- 
300,000.” 


Hail Renuzit Via 
Dailies, Air Ads 


Philadelphia, April 17.—Radbill 
Oil Company, in a campaign be- 
gun recently for Renuzit dry 
cleaning fluid, will use weekly 
quarter-page ads in 23 eastern and 
midwestern daily newspapers for 
33 weeks, and, in addition, is con- 
tinuing radio spot announcements 
in 33 markets. 

Copy in the newspaper series 
will stress the ease, thrift ana 
convenience of using Renuzit for 
home dry cleaning of clothing, up- 
holstery, rugs, drapes “and all 
other textiles.” It points out that 
the fluid has been approved for 
safe use in the home by the U. S. 
Testing Company. 

Meanwhile, Radbill is introduc- 
ing, through several department 


stores, its Renuzit auto upholstery 
cleaner. The new formula will re- 
ceive no promotion other than co- 
operative advertising until mar- 
keting tests are completed. 


Two to Klingensmith 

Harrison Paint & Varnish Com- 
pany and Halters Pretzels, Inc., 
maker of “Tem Tee” pretzels, po- 
tato chips and popcorn, both of 
Canton, O., have appointed H. M. 
Klingensmith Company, Canton, 
to direct advertising. Both will 
use newspapers, radio, car cards 
and direct mail. 


To Rhoades & Davis 


Wallace F. Elliott, former part 
owner and executive of KROW, 
Oakland, Cal., has joined Rhoades 
& Davis, San Francisco agency, as 
a partner. He will direct copy and 


production. 


Eichler Joins DFS 

Alfred Eichler, former copy 
director of Ruthrauff & Ryan, 
New York, has joined the New 
York office of Dancer-Fitzgerald- 
Sample. 


Joins Goldberg 

Wes Battersea, formerly an an- 
nouncer on KLZ, Denver, has been 
appointed radio director of Gold- 
berg Advertising Agency, Denver. 


Sn ean ot ee ee ee 


SIMPSON-REILLY, LTD 
Publishers Representatives 
. SINCE , 1928 . 


SAN FRANCISCO 
RUSS BLDG. 


LOS ANGELES 
GARFIELD BLDG 


American, an abler citizen...” 


board a long time ago. 


“THE AMERICAN LEGION MEDAL is to be 
awarded to the boy or girl of the graduating 
class who best represents those qualities of 
character, ability and industry, which 

in our belief, are the markings of a better 


Jimmy had read that on the bulletin 


There was a lot more to it—it showed 
pictures of the medal, told how the award * 
would be made, how the class would 
vote for the winner, and all the rules. 
And the teacher had talked about it. 


Then there were speakers from the Legion. 
They had talked about honor—the 
strength to do the right thing when it is 


Jimmy gets a medal 


a real American. 


flags, the speeches, 


easier to do the wrong thing. They had 
talked about courage and leadership 

and clean speech. And about the impor- 
tance of study and teamwork and 
straight shooting and what it takes to be 


He felt his face getting terribly red as 
the Legion Post Commander pinned that 
medal on his jacket—the band, the 


looking on—he wondered why they 
couldn’t have just mailed it. He was 


It had taken a lot of trying, beating all 
the others—guys like Johnny Martin and 
Whitey Haskell. But Jimmy had done it. 


sure that everyone could see his knees 
shaking. 
something. The words came hard: 


“I guess,”’ he stammered, ‘I look awful 
outside—but I feel swell inside!’’ 


And, gosh—he’d have to say 


* * ” 


One of the most gratifying tasks the 
American Legion performs is pinning 


medals on fine, upstanding young 


o + 


and all those people 


Americans like Jimmy —eighteen thousand 
of them every year in schools throughout 
the land. The purpose is obvious—the 
cultivation of fine character and whole- 
some ideals; the building of better 
citizens; adding stoutness to the fiber 
from which America is made. 


57 


THE AMERICAN LEGION maintains 15 year-round 
youth activities, sustains interest of all members 
through the pages of The American Legion Maga- 


zine, suggesting, inspiring, helping. 
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War Theme Ads 
$302,000,000, 


Council Reports 


Bonds Get Third of 
Total; 62 Drives 
Aided in 1944 


New York, April 20.—American 
business contributed $302,248,775 
in advertising space and time in 
1944 to support government home 
front information campaigns, the 
War Advertising Council reported 
today in summarizing the work of 
its third year, which ended March 
1, 1945. 

The 1944 figure was 6% more 
than the total of $284,888,441 es- 
timated for the 1943 calendar year. 
The 1943 figure has been adjusted 
by a new measurement formula. 

Of the 1944 total, war bonds ac- 
counted for nearly one-third, or 
$98,123,927, followed by armed 
services, $43,036,162; food, $28,- 
228,355; conservation, $21,703,904; 
manpower, $12,528,174; anti-infla- 
tion, $11,153,277; National War 
Fund, $10,122,087, and Red Cross, 
$12,836,585. 


Many Campaigns Added 


The number of campaigns which 
the council served rose from 14 
in 1942 to 34 in 1943 and 62 last 
year, and the number of govern- 
ment agencies served by the 
council from eight in 1942 to 17 
in 1943 and 27 in 1944. 


James W. Young, J. Walter 
Thompson Company, chairman of 
the council, emphasizes “the 


urgency of the job that remains 
to be done.” 

“As we pass from the period of 
fighting two wars to the fighting 
of one,” he declared, “the danger 
is that much of the fervor will 
seep out of the war effort... 

“The most tragic thing that 
could happen in the months im- 
mediately ahead would be for the 
home front to let the fighting 
front down. If war bond sales fell | 
off, if blood banks dried up, if | 
spending sprees carried prices to 
nigher and higher levels, if we 
failed to produce, package and 
ship our war supplies, we would 
richly deserve the bitterness we 
would most certainly get from our 
fighting men.” 


Emphasizes Pacific War 


In this connection, a campaign 
will be launched by the council 
soon, in cooperation with OWI 
and the Army, Navy and Treas- 
ury Departments, dramatizing the 
Pacific war in terms of the tough- 
hess of the Jap as an enemy and 
the supply difficulties which must 
be met. The people will be urged 
to stick to war jobs, continue 
buying and holding bonds, and 
maintain home front activities. 

The council also will emphasize 
Campaigns for proper treatment 
for returning servicemen, and to 
acquaint employers and the pub- 
lic with the militarily-acquired 
assets of returning servicemen. 


Both were developed with OWI 
and the Retraining and Reem- 
Ployment Administration. 

period, 


For the postwar the 


“My wife wants to know—can | 
we exchange this for one of | 
those baby carriages you're -| 
vertising over WFDF Flint?” | 


— 


council intends: 

“1. To utilize some of the 
power of advertising in the in- 
terest of all the people. 

“2. To give by its use an ex- 
ample of advertising as a social 
force in a nation at peace. 

“3. To give a continuing dem- 
onstration of the willingness of 
business to cooperate with na- 
tional leaders. . . 

“4, And, by these means, to 
conduct on the highest plane the 
finest type of public relations for 
advertising and business.” 


Youngsters Wait 
Turn in Bond Ads 


Columbus, O., April 17.—“Every- 
body wants to get into the ad,” 
to paraphrase Jimmy Durante’s 
famous saying, characterizes the 
unique in-between-drives war 
bond campaign appearing in Co- 
lumbus newspapers under direc- 
tion of the Franklin County War 
Finance Committee. 

Each of the ads, approximately 
1,000 lines, is headed “They Grow” 
and features the child of a local 
serviceman. Name and present 


station of the father also are given. 
Brief copy develops the theme 
that, just as children grow in size, 
so do war bonds grow in value if 
held until maturity. 

So popular have the ads become 
that local war bond headquarters 
have been besieged with telephone 
calls from mothers anxious to 
have their youngsters pictured in 
the series. The result is a sub- 
stantial waiting list. 

Byer & Bowman Advertising 
Agency, Columbus, is the volun- 
teer agency in charge of the pro- 
motion. 


To Show Ad Art 


The Art Institute of Chicago 
will display 95 original designs of 
advertising art taken from Con- 
tainer Corporation advertising in 
an exhibit beginning April 27. 
Finished advertisements will also 
be shown. 


Joins A. C. Nielsen 


Henry A. Rahmel, former pro- 
ducer with Hill, Blackett & Co., 
Chicago, has joined A. C. Niel- 
sen Company, Chicago, to work 
on the Nielsen Radio Index. 


Textile Leaders to 
Aid Industry in Europe 


A group of 10 leaders in the 
textile and apparel industry un- 
der facilities of the War Depart- 
ment is being sent to Belgium and 
France to help activate textile 
producing facilities in those coun- 
tries. Edward A. Gerhardy, presi- 
dent of Hansen Glove Company, 
Milwaukee, is one of the group. 

Rehabilitation of textile mills in 
Europe is expected to provide an 
additional source of clothing for 
American armed forces in Europe 
as well as for its civilian popula- 
tion. 


Lease Is President 


B. F. Lease, vice-president in 
charge of sales, advertising and 
service of Athey Truss Wheel 
Company, Chicago, has been 
elected president, succeeding the 
late C. Kier Davis. 


Returns to Drug Firm 

Lt. Col. Howard V. Phillips. now 
on inactive service after three 
years in personnel work for the 
Army air forces, has returned to 


McKesson & Robbins, New York 
He has been appointed to the 
newly-created position of mer- 
chandising manager of the com- 
pany’s manufacturing division 
with headquarters in Bridgeport 
Conn. 


Edmiston Promoted 


T. A. Edmiston; of Colorade 
Milling & Elevator Company, Den- 
ver, has been advanced to sale 
promotion manager. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may If You 


be doi g just that. Manufacture 
There’s a 7 billion and Sell 


dollar market you 
COSMETICS 


could encourage 
these peop! e know you'd welcome theii 


simply by letting 
business. For the Negro looks to his race 
ress for guidance. Your advertising iz 
e Negro papers can earn his confi 
dence, g will and regular patronage 
But whether your product is cos 
metic, food, drink, wearable, or any 
thing else, it will pay you to write t 
Interstate United Newspapers, Inc., 54! 
Fifth Ave., New York, for the facts o1 
the success stories built out of reach 
this great and growing market 
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“Pittsburgh 


remains the headquarters 


of the Aluminum 


Company of America” 


“The aluminum industry in the United 
States was started in Pittsburgh in a small 
shop on Smallman Street 56 years ago. The 


first expansion of manufacturing facilities was 


at nearby New Kensington a few years later. 


“Pittsburgh remains the headquarters of 


Aluminum Company of America whose prede- 


cessor, The Pittsburgh Reduction Company, 


fathered the industry. Today, Alcoa operates 


plants throughout the United States. 


ROY A. HUNT 
President, 
Aluminum Co., 
of America 


“The aluminum industry in Pittsburgh | 


and elsewhere is not faced with a ,reconver- 
sion problem. Much of the same equipment 
for war uses can be utilized to manufacture 
peacetime products. The great challenge to 
the aluminum industry will be to find ade- ° 
quate markets for vastly increased facilities 
created to meet wartime demands for this 


light, versatile metal. 


“Aluminum and its future will continue 
to contribute to the industrial stability of 


Pittsburgh,” 


leon, 


Hot rolled aluminum 
from a continuous | 
mill at Alcoa. * 
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REPRESENTED NATIONALLY BY HEARST 
ADVERTISING SERVICES WITH OFFICES IN 
PRINCIPAL CITTES 
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French Agencies 


Fear Competition 
of U.S. Ad Firms 


(Continued from Page 1) 


Plas, president of the French Syn- 
dicate, would like to stop the 
agencies from opening. He is 
said to stress that he is not hos- 
tile to them and that it is not a 
question of competition, but that 
he believes U. S. agencies have 


not got the right idea of French | 


psychology, and that it would be 
better for French agencies to 
handle American advertising in 
France. He is advancing a plan 
in which British, French and U. S. 
agencies could join to work out 
an agreement for each country to 
handle the advertising of other 
countries in its own territory. The 
snag is that there are no French 
agencies in the U. S. 


Sees Controlled Economy 


If the Americans do not see eye 
to eye with Monsieur de Plas he 
might suggest an appeal on these 
grounds to the French govern- 
ment. He says it is almost certain 


;that French economy after the 
war will be strictly controlled, 
and that it would not be proper 
for Americans to hold any posi- 
tion in a French controlled econ- 
omy. He hopes, however, for 
amicable settlement. 

Monsieur Maillard, president of 
the French Advertising Federa- 
tion, puts it more bluntly, declar- 
ing that French agencies are 
afraid that U. S. agencies will 
take French trade away from 
them. M. Maillard insists that 
advertising in France is no easy 
game, and although French agen- 
|cies know their work well, French 
business firms “seem to have the 
idea that U. S. advertising agen- 
cies are able to work wonders.” 


Don’t Like ‘Sharing’ 


The French agencies also dis- 
like the American system of 
“sharing” the 15% commission with 
their clients. French agencies 
have a system of their own, in 
which the client pays the cost of 
preparing the campaign and the 
agencies pocket the commission 
as their profit. All French agen- 
cies are agreed that this is proper 
procedure, but they wonder if 
Americans would abide by it. 


Dailies, Printers Told 
to Cut Paper Use 


The WPB last week ordered the 
Detroit Times; Press, Sheboygan, 
Wis., and two commercial printers, 
Cerre, Inc., Detroit, and Rad-Mar 
Press, Toledo, O., to reduce their 
use of paper during the current 
year because of over-use in 1943- 
44. 

WPB said the Times used 101 
tons over its quota; the Press 62 
tons, Cerre, Inc., 862 tons, and 
Rad-Mar, 18 tons. 


Rejoins Meredith 

Lt. J. T. Miller, USNR, has 
been released from active duty, 
and has returned to his position 
as director of research of Mere- 
dith Publishing Company, Des 
Moines, Ia. 


Michlin to Geyer 


Ann C, Michlin has joined the 


public relations department of 
Geyer, Cornell & Newell, New 
York. She was previously with 


Edward L. Bernays as director of 
publicity on the Procter & Gamble 
Drene account. 


“GO ON!” shouted Bigart to the hesitant 


driver . . . They went on. 


The scene was Sicily where three corre- 
spondents were being jeeped along a road. 
Enemy fire was getting hotter and hotter. To 
the deliberating driver one reporter advised 
turning off the road left. Another was all for 
turning right. Then Bigart took command. 


That was when Bigart’s name 


word. Thereafter jeep drivers assigned to the 

press were glad to duck—“the eager beaver.” 

One June night in '42 reporter Homer Bigart 

of the New York Herald Tribune, working 

in a drenching Baltimore rain, was covering 
an Army show. It was the works: infantry, 

tanks, motorcycles, jeeps, tank destroyers, field 


pieces, signal corps, sham battle . 
guessed that within two years 


only be covering the war at its worst, but he’d 
be covering it as one of the wars great re- 


porters. 


Crossing to England on the first leg of his 
European assignment, war was still a stranger. 
“You woke up one morning” he wrote “and 
the ship was very steady. You had crossed the 


hey: ar bom Fi 
| Sys a Li? 

eteter ries et 
she: “rig 


submarine-infested Atlantic without sighting 


even a porpoise. A hell of a thing to have to 


plenty ... 


became a by- 


Packard ‘that 


.. Bigart little 
he would not 


confess to your grandchildren.” Those grand- 
children of his should some day be hearing 


After Bigart followed U. S. forces into Sicily, 
he went on to Naples with them. Northward 
from Naples he covered the murderous moun- 
tain campaign (his “San Pietro a Village of 
the Dead”—in the December 20, 1943 Herald 
Tribune, was one of the war’s keenest and 
justifiably longest dispatches). At Anzio he 
became a beachhead veteran—“so veteran”’ 
wrote Ernie Pyle of him and UP’s Reynolds 


they don’t even notice a shell 


striking twenty yards away.” 

Fearless as he is modest, Bigart’s battle beat 
is the straight rough-and-tumble, the anguish, 
plus the human stuff. “We think in our craft 
that he is just about the best of them all” said 


Quentin Reynolds. . . . Some of the great stories 


assignment to 


Okinawa. 


of the war are his. More are coming from his 


the Pacific which has already 


taken him from Leyte to Luzon to Iwo to 


_EW YOR 


Herald Tribune 


Plough’s Whole 
Annual Report Put 
in Newspaper Ads 


Memphis, April 19.—Plough, 
Inc., maker of St. Joseph aspirin, 
Penetro products and other pro- 
prietaries, is publishing its com- 
plete annual report in large-space 
advertisements in newspapers in 
Chicago and other major cities. 

The ads include the statement 
of Abe Plough, president, on the 
company and its subsidiaries for 
1944, the consolidated balance 
sheet and consolidated statement 
of profit and loss. The latter shows 
a net profit for °44 of $443,211, 
compared with $424,326 the previ- 
ous year. 


Has $24,000,000 Ad Record 


Good will of Plough, Inc., and 
all subsidiaries, Mr. Plough re- 
ports, is carried on the books at 
only $1, “although it represents 
37 years of continuous sales and 
merchandising effort, together 
with an investment of more than 
$24,000,000 in consistent advertis- 
ing of our trade names, and is 
recognized as the company’s most 
valuable asset.” 

During the year, he says, the 
company acquired Station WMPS, 
Memphis, a Blue Network outlet 
which it has been operating since 
March 16 this year through its 
subsidiary, WMPS, Inc. It also 
acquired Gets-It, Inc., Chicago, 
maker of Gets-It corn remedy, 
and Major Mfg. Company, New 
York, maker of Major cement. 

Sales during the year were the 
largest in the company’s history, 
with more than 96,000,000 pack- 
ages of Plough products sold. 
Foreign sales increased 41% over 
’°43 and outlets in 58 foreign coun- 
tries are now established. 

Lake-Spiro-Shurman, Memphis, 
handles the domestic advertising, 
and Export Advertising Agency, 
Chicago, the foreign advertising. 


Swan Winner Chose 
$100 a Month for Life 


First prize winner in the “Name 
the Swan” contest Lever Brothers 
Company, Cambridge, has been 
conducting for several months is 
Miss Jean Dawson of Cleveland 
Heights, O., who chose the an- 
nuity of $100 per month rather 
than $20,000 in cash. Her local 
grocery dealer, Fisher Brothers, 
shares her luck with $500 in cash. 

Winners share a total of $35,000 
in cash with 507 prizes for con- 
sumers and an equal number for 
dealers supplying entry blanks. 
Results were announced on 
Lever’s “Burns and Allen” pro- 
gram on CBS, but because of 
“legal reasons” Lever is not an- 
nouncing the winning names for 
“Mama Swan.” Agency is Young 
& Rubicam, New York. 


Names Roberts Agency 


Dixon-Bartlett Company, Balti- 
more, manufacturer of the Hill 
and Dale brand of women’s walk- 
ing shoes, has placed its advertis- 
ing with S. E. Roberts, Inc., Phil- 
adelphia. 


Advertising Age, April 23, 1945 


Public Relations 
Awards to Be Set 
Up by Association 


Washington, April 17.—A series 
of annual awards, for outstandin 
public relations work during the 
year, will be given beginning some 
time this fall, to 35 to 50 corpora. 
tions and public relations execy. 
tives, the American Public Rela. 
tions Association announced last 
week. 

The award itself will be in the 
form of a silver anvil mounted 
on an ebony base, patterned after 
the anvil emblem of APRA, sym- 
bolizing the anvil of public opin. 
ion. It will stand 12 inches high, 
and contain an inscription on a 
silver plate. 

Awards will be given for at 
least one public relations job ip 
each of the 15 classes of public 
relations work represented in the 
APRA organization, but more than 
one award will be given in many 
of the classes, where many differ. 
ent types of public relations work 
are represented. 

In the publication class, for in- 
stance, it was explained that sep- 
arate awards may be made for 
general publications, business 
publications, and _ publications 
dealing specifically with public 
relations and advertising. 

Details of the procedure for 
selecting this year’s award win- 
ners have not been completed, but 
Robert Harper, executive direc. 
tor of APRA, explained that a 
committee of experts will be set 
up outside the organization to 
judge the entries on the basis of 
their success as over-all public 
relations programs. 


Sturman Named Head 
of W. A. Taylor & Co. 


E. N. Sturman, president and 
general sales manager of Hiram 
Walker, Inc., Detroit, has been 
named presi- 
dent of W. A. 
Taylor & Co., 
New York, 
Walker subsidi- 
ary since 1942. 
Assisting Mr. 
Sturman in the 
Taylor opera- 
tion will be S 
J. Hamilton, 
vice - president 
of Hiram Walk- 
er, and Taylor 
will continue its ‘ 
own selling organization under 
Lucien Bonnafoux, vice-president. 

Joining Walker in 1937, Mr. 
Sturman was formerly with 
George A. Hormel Packing Com- 
pany, Austin, Minn., as vice-pres- 
ident of the canning division. 


E. N. Sturman 


Blakemore Names V.P. 


John S. Hurley, merchandising 
director of the Blakemore Com- 
pany, Des Moines agency, | 
formerly with the Des Mowmes 
Register and Tribune, has been 
appointed vice-president of the 
agency. 


Names Ingalls-Miniter 

The Public Service Company; 
Manchester, N. H., has appoint 
Ingalls-Miniter Company, Boston, 
to handle its advertising. 


The Diary of an Ad Man, by James Webb 


Young, captures the elusive human qualities 
which make advertising successful 

When the material in this book first began to 
appear, week by week, in Advertising Age, the 
reader response was terrific. For this is a book 
about advertising—and business—and life—dif- 
ferent from any other ever published. In it one 
of the country’s best known advertising men has 
put down, day by day, for eighteen months, what 
he saw, did, felt, thought, and read. And put 


it down with such a gift for words, such wit 
and wisdom, as will make you want to read and 
reread this book throughout your life! 

Jim Young, as he is widely known, has had 
the kind of career many men long for. He 
started as an office boy and became one of the 
country’s highest-paid advertising copywriters 
and idea men. Later he headed the Bureau of 
Foreign and Domestic Commerce in Washington, 
and taught at the University of Chicago. He 
nas traveled all over the world for business and 
pleasure. 
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The Diary of an Ad Man brings you 4 —~s 
tillation of his experience, and of the philosophy 


which grew out of it. It is a human document 
of our times, and will, I predict, be refer i 
to in the future as historical source materia 
in the business life of our day, It is & ott 
that will inspire you and excite you; that i 
make you chuckle and make you mad; that wi 
pay you dividends in usable ideas, stimulat 

thinking, and pure enjoyment. 

I want to put a copy of this fruitful book 4 
the hands of every man who has anything @ 
with advertising—or hopes to—because 1 mee 
he will relish both its contents and its handse® 


format. So I make you this offer: Send me pe 
order for a copy of The Diary of an Ad r 
today, and if you are not satisfied that - , 
worth all I say, I will refund your money We 
out question. The price is $3 per copy, It 
paid. Send for it now. G. D. Crain, id 
Publisher, Advertising Age, 100 E. Ohio 


Chicago 11, Ill. 
ed 
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) J. v. Connolly 


Dies at 50 


New Rochelle, N. Y., April 18.— 
Joseph V. Connolly, president of 
King Features Syndicate, Interna- 
tional News Service and Interna- 
tional News Photos, died here this 
morning. 

Mr. Connolly joined King Fea- 
tures in 1920 and three years later 
was appointed assistant manager 
of all Hearst syndicates. Later he 
became general manager of all 
Hearst newspaper properties. He 
pecame president of INS in 1934 
and of INP in 1936. During his 
association with INS he was 
well known for his belief in the 
power of promotion as a_ sales 
force. : 

He relinquished the post of gen- 
eral manager of Hearst newspaper 
properties in 1940, following a 
serious operation, but continued to 
be general adviser to the Hearst 
management. 


HARRY L. DELANDER 

Chicago, April 17.— Harry L. 
Delander, 57, head of the adver- 
tising department of Crane Com- 
pany, Chicago, from 1919 until the 
early "30s, died suddenly of cere- 
bral hemorrhage April 13. 

With the Crane Company 40 
years, Mr. Delander was the first 
president of the Engineering Ad- 
vertisers Association, forerunner 
of the present Chicago Industrial 
Advertisers Association, and was 
active in the founding of the Na- 
tional Industrial Advertisers As- 
sociation. He had filled almost 
every job in the Crane advertising 
department. His interests at the 
time of his death were centered 
in editorship of “Valve World” 
and of the company’s two internal 
house organs, one for Crane sales- 
men and one for Crane men in 
military service. 


HERBERT R. SNYDER 


Gary, Ind., April 17.—Services 
were held here last Saturday for 
Herbert Ray Snyder, 62, secretary 
of the Gary Printing & Publish- 
ing Company, publisher of the 
Gary Post-Tribune, who died 
April 13. 

Mr. Snyder had served as busi- 
ness manager of the Post-Tribune, 
which he joined in 1913, until 
last fall, when he retired because 
of ill health. One brother, H. B. 
Snyder, is editor of the newspaper 
and another, J. Ralph Snyder, is 
its publisher. 


HERBERT W. BRAMLEY 


Brockport, N. Y., April 17. — 
Herbert W. Bramley, 78, former 
vice-president in charge of ad- 
vertising of Sibley, Lindsay & 
Curr Company, Rochester depart- 
ment store, died at his home here 
April 15. He had served 50 years 
with the company, becoming its 
advertising manager in 1904. 


CHARLES B. NASH : 
Pittsburgh, April 17.—Charles 
B, Nash, 64, vice-president and 
director of publicity for the 
American Radiator & Standard 
Sanitary Mfg. Corporation, died 
here of a heart attack today. Com- 
ng to Standard Sanitary in 1903, 
Mr. Nash took over the publicity 
of American Radiator when its 
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merger with Standard Sanitary 
became final in 1939, and acted 
in an advisory capacity to the new 
company’s subsidiaries. 


JOHN S. KNIGHT, JR. 

Chicago, April 20.—The death 
of First Lt. John S. Knight Jr., 22, 
ambushed by Germans near Muen- 
ster March 29, was announced 
today. He was the son of John S. 
Knight, publisher of Knight News- 
papers. 

Lt. Knight was promoted to 
first lieutenant last December after 
winning the Bronze Star for 
“heroism and meritorious” serv- 
ice during the battle of the Ger- 
man’s break-through at Ardennes. 


Form Drug Group 


Five regional drug papers have 
organized the Basic Regional Drug 
Group and have undertaken pro- 
motion designed to emphasize the 
importance of the “home town” 
atmosphere in business paper edit- 
ing. The publications are Pacific 
Drug Review, North Western 
Druggist, The Apothecary, South- 
ern Pharmaceutical Journal and 
Southeastern Drug Journal. Head- 
quarters are at 2642 University 
Ave., St. Paul 4, Minn. Space in 
member publications continues to 
be sold individually. 


Circulation Group Elects 


Burry Places Ads 
for Poly-Clene 


and Simple Simon 


Elizabeth, N. J., April 19.—First 
promotion of Poly-Clene, cleaning 
and polishing preparation devel- 
oped by the Poly-Clene Company, 
subsidiary of Burry Biscuit Com- 
pany, is appearing as a test cam- 
paign in newspapers of New 
Haven, Conn., and the Macy group 
in Westchester County, N. Y. 
Advertisements, which will be 


supplemented with car cards in 
New York and Chicago, announce 


tional campaign will follow. 

Another Burry interest—Simple 
Simon Foods, Detroit, processor of 
pie crust and biscuit mixes—is also 
being currently promoted in a new 
package in car cards in New York 
and Chicago. Agency for both 
campaigns is Buchanan & Co., New 
York. 

Burry, long-established in the 
field of specialty baking and allied 
food lines, formed the Poly-Clene 
subsidiary and another, the Luci- 
dent Company, last fall (AA, Oct. 
30), and acquired the Simple Si- 
mon organization earlier in the 
year. Other Burry interests in- | 
clude Holtzman’s, Inc., Myerstown, 
Pa., large pretzel bakers, and L. M. 


His widow and son, John S. 
Knight III, born two weeks after 
his death, reside at Columbus, Ga. 


Kimball Moves in L. A. 


Abbott Kimball Company has 
moved the Los Angeles office to 
649 So. Olive St. 


Vincent R. Young, Canadian 
General Electric Company, To- 
ronto, has been reelected presi- 
dent of the Canadian Circulations 
Audit Board, Toronto. Also elected 
were Wm. A. Bates, vice-president, 
and Athol McQuarrie, secretary- 
treasurer. 


the product as the postwar clean- 
ser for household goods. A na- 


Peterson, Brooklyn, specialty bak- 
ery products. : 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TOROW 
WINNIPEG REGINA CALGARY 


ADVERTISING MERCHANDISING 


TORONTO 


MONTREAL EDMONTON VANCOUVER 


Coming Soon... 


JOBvertising 


A new concept of advertising... 
important to every sales-minded executive 


4 YEARS AGO America’s concept of ad- 

vertising underwent a radical change. 
From ‘“‘keeping the name before the public” it 
became salesmanship in print. Unprecedented 
sales resulted! 


In the past 3-years, “sellers’ markets” created 
by war conditions and product shortages, revo- 
lutionized advertising techniques. again. 

Now... another important change is in the 
making! 

And...that change must be made... if the 
plans you've set for your company’s sales and 
growth are to be realized . . . if, at the war’s end, 
America is to avoid an economic Pearl Harbor. 

When civilian production is resumed, adver- 
tising will face its greatest challenge. Then... 


Advertising must become JOBvertising! 


What is JOBvertising ? 


JOBvertising is advertising that will convince 
America of the SECURITY OF SPENDING. By gen- 
erating confidence and sane spending, JObver- 
tising will create the unprecedented sales nec- 
essary to guarantee jobs for our millions of 
returning servicemen as well as for our millions 
here at home. 


More sales mean more production... more 


production means more jobs . . . more jobs mean 
more people with more wages to buy more goods. 


JOBvertising’s First Job 


You know the bulk of America’s war dollars... 
saved-up billions of them... are in the hands 
of the wage-earner today. 

You know he and his family want and need 
many things... have the money to buy them. 

Loss of overtime and lower take-home pay may 
make him cautious about spending a reasonable 
amount of his savings or his current income. 

Your JOBvertising must be so convincing, so 
confidence-building, he cannot resist his desire 
to buy to raise his family’s standard of living. 

* aa * 


We have made it our job to know the wage- 
earner... how he lives... how he thinks... 
how he buys. We have learned how to win his 
confidence ... how to speak his language. We 
have filled his house with products... we have 
filled his head with ideas . . . changed his opinion 
on important questions. 

One reason... we never forget he and mil- 
lions like him still eat in the kitchen. 

We would like to discuss with you how JOB- 
vertising could be applied to your business. 


WALTER M. SWERTFAGER COMPANY 
cA, dvertising a Public Relations 


40 East 49th Street 


New York 17, N. Y. 


PLaza 3-9810 
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Dad’s the family’s military strategist! How he 
enjoys his sessions with The CHICAGO TIMES, 
tracing war developments through his favorite news- 
paper’s front dispatches and maps. The by-lines 
have long been familiar to him, for the writers were 
trained and brought up in the ways of the com- 
munity in The TIMES local room. 


Like so many Chicago families with sons in action, 


(CHICAGO'S MODERN. 


the entire household follows these war dispatches, 
knowing that TIMES overseas correspondents are 
especially assigned to describe the fighting expe- 
riences of the Chicago boys they meet. 


This kind of news service registers deeply with Chi- 
cago families. It is no wonder that more copies of 


The TIMES are delivered into Chicago homes than 


any other evening newspaper. 
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Aavertising Age, April 23, 1945 


PHOTOGRAPHI 
REVIEW OF 
THE WEEK 


CANADA STARTS EIGHTH—Canada's Eighth Victory Loan drive starts to- 

day, backed by advertising of all kinds, including this and other posters. The 

Dominion seeks $1,350,000,000 and hopes to get half or more of it from small 
buyers. (Story on Page 1/4.) 


£ FORGE THER DARING 


AnD THER DUS WHICH KEPT 
eRKDOMs FANG UNFURLED AND - 
anise WANS HOPES FRO 


| ee OUR WHOM AND OR 
“esr ens DUE cg RUNGE OR RHINE He 
SKIULTO HER THE EAST pct SEUOND 10 NONE » 5 


WH AN ARCA aS 


GOODYEAR PRAISE—This spread sponsored by Goodyear Aircraft Corp., 

Akron, appearing in The Saturday Evening Post and Collier's, a tribute to 

the American airmen fighting in every theater of war, features the insignia 

6.15 branches of the air corps, and asks the public to remember their 
deeds. Arthur Kudner, Inc., New York, is the agency. 


_ A . *— wat oe * Be 
“ ‘ a 
pes ; : i 
hs 6s nd Fa ~ 
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These cfd magazines, newepapers. cartons, paste- Se wrgentty & waste peqeer mended thareven leat 


tard themes, Clitsomes Cards, Volensiwes, lemers — shnuid comavler «2 “rust” to march thew atte + 


f long ago, and other paper weave sured aw sy Teesements storer wens, Whe aries, dewks, ch mets cred 
are needed reba mow fut frontline chsiv shetes for thy wad material 

re ? 
Such weste peper is heing ccmverted a fea as” The situation is se acute agacne 
pensible ot exmtamers that carry ammunition, shendd te carted in for sheage tw wen an you 
Mod plasma snd foral to all af our fighting men. ard your Lanaily have finished reading 


Cooperate with the paper salvage drive in you comemumty, Watch you 
deniy pape ba anmovacements about the collection of scrap pope * 
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SALVAGE AID—This Hawaiian Pineapple Co. page, backing the paper sal- 

"g@ campaign, is appearing in full color in Ladies’ Home Journal, McCall's 

tnd The Saturday Evening Post, with half-pages scheduled for Look and This 

Ser Magazine. Black and white copy is scheduled for The American 

telly, Family Circle and Macfadden Women's Group. N. W. Ayer & 
Son, San Francisco, is the agency. 
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HONOR BRAND Foam 
Fresh Proated FOODS ee) 


"FROSTY' FEATURED — Honor Brand 

Frosted Foods copy, addressed to both 

consumers and the institutional mar- 

ket, is featuring the antics of "Frosty," 

trade character appearing on Honor 
Brand packages. 


DISPLAY—Red and yellow, trademark 

colors of Lipton tea boxes, are used 

in this new display carton, which holds 

12 packages of Lipton's Continental 
noodle soup mix. 


ON DISPLAY—This new Le Sonier 

powder mitt window unit, created and 

produced by Hussey-Woodward, Inc., 

is being distributed to leading drug 

and department stores throughout the 
country. 


FIGHTING COTTON—The dove of 
peace prepares to eclipse the war 
eagle in the official symbol for Na- 
tional Cotton Week, May 21-26, which 
is being promoted and distributed by 
the Cotton-Textile Institute, New York. 


S . i eet . a . + 
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DAYTON LEADERS—New officers of the Dayton Advertising Club, who will 

be installed May 3 are, left to right, seated: Elizabeth Kern, account exec- 

utive of Station WING, secretary, and Leigh Metcalfe, assistant advertising 

manager, National Cash Register Co., president. Standing are: James 

Pedder, advertising manager, Frigidaire division, General Motors, vice-presi- 
dent, and E. J. Keck, Craftsman Typesetting Co., treasurer. 


Modern partners 
in eating 
Good foods working togetber— with proteins 


for bedy- building, vitamins for efficiency- 
building, carbohydrates and fats for energy- 


WAR NOTE ON CANDY —AN U.S. Army and Navy Geld 
wad emergency rations include canfections By govern 
meant onder, of certain types of candy i met aside for 
war armed forces at home and overseas. Se,.whee you * 
emn't get exectly the candy you want, remember it's hetp- 
dug to build energy and marate for C1. Joe A. jee 


’ 


Mothers—you keep up on the new knowl- 
edge of food. It’s time to take a miodern 
look at candy—as a food, Here is the scien- ~ 
tific definition in 

THe Nutritional Piatrorm oF CANDY 


1. Candies in general supply high caloric value in email 4 Candien ave of high setiety value, eaten after meals, they 
bul cuutribute to the sense of muefaection and well-being « 


2 tuger by candy requires Iittle digestive effort tne should bring ealen in noderation between Meals, 
to yield availalse energy. 2 they stave off hunger ‘ 

3 Those candies, in the manufacture of which mulk. butter, § Candy @ more than mere source of muiriment te 
age. fruits, nuts, of peanuts are used, bo this extent alma — 8 maorele builder. 2 contribution to the joy of living 


8) provide Inologirelly adequate protains and (ate rch 6 Candy i# voique among al! foods io that it ows rele : 

i the unsaturated fatty acide, tively lew tandency to andergo spoilage, chemical or | 

b) preamnt appreciable amounts of the important min t 
won 

©) contribow the niscin and the small amounts of THIS PLATFORM IS ACCEPTED FOR ADVERTISING IM THE 

thiemine end riboflavin comteimed in theer ingredients © PUBLICATIONS Of THE AMERICAN MEDICAL ASSOCIATION 


ee en ie fe 


COUNCK ON CAMDY of the NATIONAL CONFECTIONERS’ ASSOCIATION 
Ont On Segue Senet, Om AOA, une 


PLUGS NUTRITION—The Council on Candy stresses the nutritive value of 

candy in consumer ads such as this, placed through Leo Burnett Co., Chicago. 

The council is currently raising funds to finance ihe second year of its million 
dollar promotion program (AA, April 9). 


DISTRICT CONCLAVE—Among those attending the 8th District NAB meet- 

ing in Detroit, held for a discussion of the Broadcast Measurement Bureau, 

were: Helen Cornelius, assistant director of: broadcast advertising, NA8; 

Owen Uridge, ad manager of WJR; John Fetzer, owner of several Michigan 

stations and U. S. censor for radio, and Lewis Avery, director of broadcast 
advertising, NAB. 


buihding — all for one, and ali for you. te 
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Indicative of The Chicago Sun’s readership . . . of its ever-increasing 
influence in civic and home life . . . is the success of BOOK WEEK, the 
foremost guide to good reading and wise buying of books among 
hundreds of thousands of book lovers in the Midwest. 

Book advertisers—publishers and retailers both—have recognized 
this manifestation of The Sun’s readership and influence by making 
The Sun their Number One Medium in Chicago! 

In 1944, as in 1943, The Chicago Sun carried more book publishers’ 
advertising than any other Chicago newspaper*. . . in fact, more than 
any other newspaper in the country, except the New York Times and 
Herald-Tribune. 


Book advertisers are discerning advertisers . . . when they consist- 


..+ the tabloid literary supplement of 
The Chicago Sun, is the Midwest's 
own — tailored specifically to fit 
Midwest literary tastes and needs’ 


ently choose The Sun as their Number One Medium for book adver- 


tising in the Chicago market—it’s because they've discovered that 


Sun readers are book buyers! And these same Sun readers are responsive 1944 1943 Change 
buyers, too, of soap and shoes, food and cosmetics, drugs and bever- itd venga er “ihe 
. ' ; iI SUN 344,594 41.9 244,306 37.3 + 100,288 
ages—or whatever you have to sell! fiero | R70 oan nan ale: es an pas 
Sell this great Sun market of potential buyers—for a relatively News 167,325 20.3 171,706 23 £-—- 4,3 
small investment—in... Her.-Am. 63,236 77 73,845 11.3 - 6 
Times 34, 156 4.1 34, 165 5.2 - 
823,110 100.0 654,073 100.0 + 169, 
Source: Media Records 
—— 


*Book Publishers’ Advertising in Chicago Newspapers 


250 Park Avenue, New York 17, N. Y. 


National Representative THE BRANHAM COMPANY 


CHICAGO 60 North Michigan Avenue « NEW YORK: 230 Park Avenue 


Atlanta + Charlotte + Dallas + Detroit + Kansas City « Los Angeles «Memphis © St. Louis « San Francisco 


400 West Madison Street, Chicago 6, Illinois 
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